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Keep your store on the map 


ity, in guaranteed quality, in completeness, 


When the ROGERS name goes up in your 
store, it goes up to stay—and your business 
goes up with it. 


And it doesn’t take long to understand why 
ROGERS is the fastest selling name in 
paint. Dramatic advertising has made it 
known to millions. Everything in paint 
comes under this name. That means a com- 
plete line—one which enables you to cut 
your investment to the bone while being in 
a position to meet every customer-demand 
that comes. 


In other words, the ROGERS line is one 
that works for you all the time—in popular- 


in quick turnover, in profit and in perma- 
nent business. 


That’s something worth knowing. More 
definite information awaits you in the 


ROGERS plan ‘Maximum Profit from 
Minimum Investment.” Write for it today. 


DETROIT WHITE LEAD WORKS 
Detroit, Michigan 


a 


Makers of Highest Grade Paints, Varnishes, Colors, Lacquers 
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ON THE TABLES OF AMERICA’S FIRST FAMILIES SINCE 


AT 


EIGHTEEN FORTY-SEVEN 





You’ve seen it happen in social life, 


The Name 1s ae Er eee Ah e e e the groping for a name, the confu- 


sion of aname with other names. And 


we've seen it happen in business life, our own business, for 1847 RoGERs Bros. for years has been beset 
by many names that sounded very much like it. The public was confused. Out came this campaign. Ham- 
mered home the name 1847 Rocers Bros. Burned in the identity of the name and the trade-mark. Lifted 
the name out of the welter of similar sounding names and established it once and forever, But you can’t 
trust the public to remember. So the campaign shall continue, harder than ever. With a brilliant new series 


that will shine brightly throughout 1929. [“ PIECES OF 8” Givaway chest shown, retail price, $36.85.] 


GENERAL OFFICES: MERIDEN, CONNECTICUT + SALESROOMS: NEW YORK * CHICAGO: SAN FRANCISCO + CANADA: INTERNATIONAL SILVER CO. OF CANADA, LIMITED, HAMILTON, ONTARIO 


1847 ROGERS BROS. 


LVE RPLATE 
sa INTERNATIONAL SILVER CO. |—< 


39th Street, New York, N. Y., U. S. A. Entered as second 
1879. (Printed in U. S. A.) $3.00 per year. Single copies 





HARDWARE AGE, published weekly by the /RON AGE PUBLISHING CO., 239 West 
class matter May bo 1913, at the Post Office at New York. under the Act of March 3, 
j 25e. each. Vol. 123, No. 4 
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EAGLE 
Flatting Oil 
1s now ready! 


After a long period of research to produce a flatting oil 
of superior quality for use with Eagle White Lead in all 
kinds of interior painting, we are glad to announce that 
Eagle Flatting Oil is now ready. In attractive new pack- 
ages — quart and 1 gallon cans and 5 gallon drums, each 
equipped with easily-opened “Upressit” caps. 

The combination of the new Eagle Flatting Oil with 
Eagle White Lead produces interior decoration of the 
highest artistic beauty. It is used for all types of interior 
work on walls, ceilings or woodwork, where a flat or egg- 
shell finish is desired—whether plain, tiftany, mottled, etc. 

Its advantages are many.* It dries to a beautiful, gloss- 
less finish, pure white in color, shows no brush marks, is 
enduring and economical, and easily washed. 

The Eagle-Picher Lead Company, 134 North La Salle 
Street, Chicago. 








The three sizes are convenient 

for painters’ use. The quart 

can is useful on small jobs, just 
about enough to mix a 12'; 
pound keg of Eagle White Lead ’ 
into flat paint. 





The quart cans come 12 to the 
carton. The gallon cans six to 
the case. The 5 gallon drums 
may be shipped without crating. 


* Its adva ntages 


1. Dries to a beautiful, glossless, 
flat finish —easily washed. For 
all types of interior painting of 
walls, ceilings or woodwork... 
for plain flat or eggshell fin- 
ishes, tiffany, mottled, etc. 


N 


- Does not show brush marks. 


a 


. Mixed with a little spar varnish 
it makes an excellent bronzing 
liquid, either with aluminum or 
bronze powder. 


s 


. Makes excellent glazing liquid, 
or blending liquid for tiffany 
effects — because it does not dry 
too quickly. 


“ 


. Makes a fine undercoating for 
enamel. 


6. Comes in quart and 1 gallon 
cans and 5 gallon drums. All 
packages equipped with easily- 

opened “Upressit’’ caps. 
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125,000 HAMMERS 


Beats Chain Stores att nT i Nhe Some Dealers Trebled 
At Their Own i | HAH MMT Their Hammer 
Game! i TH ‘ai vi i n Sales ! 














I VANSVILLE 


1 QQ WORKS. I: 





CATALOG 
No. 90 


Wh 9 should this simple display tray sell over 125,000 hammers in one year? 
@ .... because it represents a sound merchandising idea . . . because it 
enables the dealer through its display to meet chain store competition ... and because all of 
the hammers in this tray are 16 oz. Bell Face Pattern Hammers, Drop Forged—not cast— 
each individually tempered. No dealer has ever been “stuck” with 16 oz. Bell Face Hammers. 
No dealer can overlook the sales appeal of the attractive display tray (pictured above) which 
acts as his silent salesman. You do not have to sell these hammers; they sell themselves. If 
you will keep this tray in a conspicuous place on your counter or in your window, you will find 
that it will build quick profits in your hammer sales. 
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oh This 
Display Tray Idea/ 


—and Now!—Back on the Old Basis—Because 
of This Tremendous Volume of Sales: 


Your Cost 

















HERE’S OUR PROPOSITION Retail Value 


Y, Doz. 16 oz. Bell Face Crescent Nail Hammers @ $2.00 Net $3.00 (50c each) 
Y, Doz. 16 oz. Bell Face Acme Nail Hammers... @ $3.00 Net $4.50 (75¢ each) 
4 Doz. 16 oz. Bell Face Red Tip Nail Hammers @ $4.00 Net $6.00 ($1.00 each) 
14, Doz. 16 oz. Bell Face Hammers.............. @ $9.00 Net $13.50 


(Note: To Inter-Mountain and Pacific Coast States, slightly higher). 


Display Tray Furnished FREE . . . The Crescent Hammer is painted Black, has a Polished Face 
and a Green Stained Handle—a good quality tool for 50c retail . . . The Acme Hammer is nicely 
ground with Black Painted sides, Polished Claw and Face, and Green Stained Handle—a real value 
to retail at 75c ... The Red Tip is Standard Full Polished, with natural grain White Handle—an 
unusual value for $1.00... (All 16 oz. Bell Face Pattern Hammers, Drop Forged—not cast—each 


individually tempered.) 


ORDER THROUGH THESE JOBBERS: 


SEMER HARDWARE COMPANY, “= & FULTON, 
New York City 


HIBBARD SPENCER BARTLETT & CO., 
Baltimore, Md. 
BAY CITY HARDWARE COMPANY, 


Chicago, Illinois 


McGOWIN LYONS Poe at a & SUPPLY CO., 


SELMA wees ae os 


FONES a HARDWARE co., 
Little Rock, Ark: 


FOX oy HARDWARE CoO., 
Pine Bluff, Ark. 
BENTON COUNTY HARDWARE CO., 
Rogers, Ark. 
BUHRMAN PHARR HARDWARE CO., 
Texarkana, Ark. 
AMERICAN WHOLESALE HARDWARE CO., 
Long Beach, Cal. 
THE NORTHERN HARDWARE CO., LTD., 
Edmonton, Canada 
MOOSE pa eng HARDWARE CoO., 
Canada 


BorrricHeR ry KELLOGG CO., 
vansville, Indiana 


OHIO vALAEY ROOFING meatal 
Evansville, India 


MILLER BROS. HARDWARE co., 
Richmond, Indiana 


DRAKE HARDWARE CO., 
Burlington, ta. 


BROWN CAMP HARDWARE CO., 
Des Moines, la. 
BLISH MIZE & Ps gag HARDWARE CoO., 
Atchison, Kan. 
LAMBERT GRISHAM HARDWARE CO., 
Henderson, Kentucky 
PHOENIX HARDWARE COMPANY, 
Newark, N. J. 
Jj. ©. CLEVELAND HARDWARE COMPANY, 
Paterson, N. J. 


WEED & COMPANY, 
Buffalo, N. Y. 


SICKELS LODER COMPANY, 
New York City 


MATHEWS & BOUCHER, 
Rochester, N. Y. 


ROBERTS HARDWARE COMPANY 
Utica, N. Y. 

HUDSON HARDWARE COMPANY, 
Yonkers, N. Y. 

THE KRUSE HARDWARE COMPANY, 
Cincinnati, Ohie 

THE BOSTWICK BRAUN COMPANY, 
Toledo, Ohio 


CHAS. M. GRISKEY’S SONS, 
Philadelphia, Pa. 


LOGAN GREGG HARDWARE COMPANY 
Pittsburgh, Pa. 
P. A. & S&S. SMALL CO., INC. 
York, Pa. 
MONTGOMERY & CRAWFORD, 
Spartanburg, S. C. 
THE JACKSON HARDWARE COMPANY, 
Aberdeen, S. D. 


Cc. M. MeCLUNG & COMPANY, 
Knoxville, Tenn. 
ORGILL BROS. & COMPANY, 
Memphis, Tenn. 

STRATTON & TERSTEGGE CO., 
Louisville, Kentucky 
MURRAY BROOKS HARDWARE CoO., 
Lake Charies, La. 


ieee a co., 
La. 


STAUFFER .- HARDWARE COMPANY, 
New Orleans, 
TALBOT BROOKS ie AYER, 
Portiand, Maine. 
JOHN DUER & cone, INC., 
Baltimore, 


Bay City, Michigan 
DELTA ae _— 
anaba, “Mich 
anion pores Barre  OOMPANY, 
Grand Rapids, Michigan 
MORLEY BROTHERS 
Saginaw, Michigan 
MARSHALL WELLS COMPANY, 
Duluth, Minn. 


JANNEY SEMPLE HILL COMPANY, 
Minneapolis, Minn. 


SHAPLEIGH HARDWARE COMPANY, 
St. Louis, Mo. 
TOWNLEY METAL & HARDWARE COMPANY, 
Kansas City, Mo. 
PAXTON & Ser og COMPANY, 
Omaha, Neb. 


SMITH WADSWORTH HARDWARE COMPANY, 
° Charlotte, N. C. 


CRAIG & SHOFFNER HARDWARE COMPANY, 
Nashville, Tenn. 
ED. 8. HUGHES COMPANY, 
llene, Texas 
pcemeeed HARDWARE COMPANY, . 
marille, Texas 


HIGGENBOTHAM PEARLSTONE HARDWARE CO., 
Dallas, Tex. 


NASH HARDWARE COMPANY, 
Ft. Worth, Texas 


BERING CORTES HARDWARE Co., 
Houston, Texas 
MeLENDON HARDWARE COMPANY, 
Waco, Texas 


PIEDMONT HARDWARE COMPANY, 
Danville, Va. : 
SCHWABACHER HARDWARE COMPANY 
Seattle, Washington 


Whether or not you have hammers in stock, it will pay you to feature this 


EVANSVILLE Tray in your store. 
will bring extra profits. 


The hammers you sell through this idea 
The jobbers listed above stock this tray. If you prefer 


shipment through some jobber not listed here, we shall be glad to take care of 


it for you. 


EVANSVILLE TOOL WORKS, Inc., Evansville, Ind. 


for Over Forty Years, Makers of Good Service Tools 
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Our American Merchant Marine 
offers unrivalled shipping facilities to 


all parts of the World 


HE fast freight services operated for the United 

States Shipping Board provide American manu- 
facturers and producers with dependable, economi- 
cal transportation to practically all parts of the 
world. These services consist of 22 lines with a 
total of 256 vessels. Sailings are on regular sched- 
ule from Atlantic Coast and Gulf ports for the 
United Kingdom, Irish Free State, Continental 
Europe, South America, the Orient, Dutch East 
Indies, Australasia, India and Africa. 


Whether you are already engaged in foreign com- 
merce or are just starting the development of an 


*AMERICA FRANCE LINE 
42 Broadway, New York City 
N Atlantic to French Atlantic ports 


’ 
*AMERICAN BRAZIL LINE 


17 Battery Place, New York City 
Atlantic ports to ports in Northern Brazil 


’ 
*AMERICAN DIAMOND LINES 


67 Exchange Place, New York City 
North Atlantic Ports to Holland, and Belgium 


’ 
DIXIE UK LINE 


New Orleans, La. 
New Orleans to United Kingdom 


’ 
AMERICAN MERCHANT LINES 


17 Battery Place, New York City 
Passenger and freight servicesto United Kingdom 


y 





export trade, it will pay you to look into the many 
advantages offered by these American Flag services. 
The advice and counsel of the experienced Ship- 
ping Board operators is always available to help 
solve your shipping problems and to show you the 
quickest, most economical way to handle your ex- 
ports or your imports. 


For complete information on either freight or 
passenger services write for “Trade Routes and 
Shipping Services,” a comprehensive booklet issued 
for American manufacturers and producers inter- 
ested in foreign commerce. 


YANKEE LINE 
110 State Street, Boston, Mass. 
North Atlantic ports to German ports 


y 


MOBILE OCEANIC LINE 
Mobile, Ala. 
Mobile and Eastern Gulf ports to United 
Kingdom and continental European ports 


4 


AMERICAN PIONEER LINE 
Atlantic Division 
11 Broadway, New York City 
N. Atl. ports to Orient and Dutch E. 1. 


r 


AMERICAN PIONEER LINE 
Gulf Division 
917 Whitney Bidg., New Orleans, La. 
Gulf ports to Orient and Dutch E. I. 


’ 


AMERICAN REPUBLICS LINE 
33 Broad Street, Boston, Mass. 


‘hoemdon Menteur Nand Some, esrconst of Amerca 
_11 Broadway, New York City 
North Atlantic ports to Indian ports ’ 
’ ORIOLE LINES 
Citizens Natl. Bank Bldg., Baltimore, Md. 
*ATLANTIC AU ALIAN LINE North Atlantic ports to west coast of 
f bs ee _ City United Kingdom aad Irish ports 
Cutedatiandetneineammmeniiidl In addition to the services listed, sixteen American . 
eronndcheweris Service Flag lines developed and formerly controlled by the a ae Or 
, Shipping Board but now under private ownership, offer 925 Whitney Central Building, New Orleans, La. 
DIXIE MEDITERRANEAN LINE the same facilities for safe, dependable transportation. a. 
New Orleans, La. 
Se hate to Senn pam Passenger Sivihite Bieri tra anne to Risin ports will find ’ 
’ accommodations of their choice on the fast passenger vessels of the TEXAS MEDITERRANEAN LINE 
GULF BRAZIL RIVER PLATE LINE United States Lines which include the Leviathan, world’s largest Corton Exchange Bidg., Galveston, Tex. 
Hibernia Bank Bidg., New Orleans,La ship. The American Merchant Lines vessels, sailing weekly from Texas ports to Mediterranean ports 
Gulf ports to east coast of South America New York, also offer comfortable passage at reasonable rates. 5 


’ 


TEXAS UKAY LINE 


MISSISSIPPI VALLEY EUROPEAN LINE D STATE Galveston, Texas 
Hibernia Bank Bidg., New Orleans, La. Texas ports to United Kingdom ports 


New Orleans to French and Belgian ports 


’ 


: SHIPPING BOARD || exc: 
GULF WEST MEDITERRANEAN LINE New Orleans, La. 


917 Whitney Building, New Orleans, La. 


Texas ports to French and Belgian ports 


Gulf and South Atlantic ports to Portuguese, 
Spanish,and North African ports(west of Bizerta) yf 
en C, an eC eC UNITED STATES LINES 





PR Broadway, New, York City 








*A i ilable for a limited « ssenger, mail, freight services to 
number - Passengers-on lines. orati OV) eae Ireland, France and Germany 























WASHINGTON, D. C. 
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Standardize on 





N 


U.S. Poultry Fence 





/ 


/ 











S WN 








©Then Watch 
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Two-inch Mesh 


One-inch Mesh 


y the guess out of Poultry Netting Sales! 
Cut down your inventory! 
Increase sales and _ profits! 


Standardize on U. S. Poultry Fence---the orig- 
inal straight line netting! 


U. S. Poultry Fence is the only netting on the 
market today which fulfills every requirement 
and meets every demand of all buyers. 


Dealers everywhere find it easier to stock and 
handle; easier to sell. Its neat, compact rolls 
occupy about one-third less space than the 
average. It rolls out flat like carpet; cuts 
quickly, easily and without waste. 


NOTE: U. S. Poultry Fence is sold only through the regular 
wholesale and retail trade. If you are not familiar with the 
design and construction of this superior netting, let us send you 
FREE a miniature sample roll. Please address, Dept. HA, 


Indiana Steel & Wire Co., 
Muncie, Indiana 





Its superiority discourages price competition, 
creates more sales, earns substantial profits. 


Each year more and more dealers sell U. S. 
Poultry Fence exclusively. They have found 
they can reduce inventories, do a greater vol- 
ume, and build permanent repeat business by 
concentrating on this fast-moving line. 














You, too, can increase sales by 
standardizing on U. S. Poultry 
Fence. Try it this 
year and watch 
your profits grow! 


42 Inch. ew 


All 
Standard 
Heights 


cial 
Inch Bile 
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Bowling Alleys 
Merry Go Rounds 
andl Sea Sleds — 
Combine fo Sef 


NICHOLSON FILES 
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What the Customer Sees * 
What the Customer Reads \ 
What the Customer Does iN 











What the Customer Sees: In Newspapers, 

| the Post, Colliers, Farm Papers, and the 

Trade and Technical Press: an illustration 

showing a sea sled tearing along at fifty 

“} miles an hour, throwing up a “Smoke 
_ Screen” of foam. 


What the Customer Reads: Brief readable 
copy, pointing out the part that Nicholson 
Files play in cleaning electrical contacts on 
| boats of all dimensions, or on automobiles, 
including the one that he owns. 





_ What the Customer Does: The next time 
that he needs a file he will remember the 
Nicholson Brand and he will also remem- 
_ ber that the copy said to buy Nicholson 
| Files from his Hardware Dealer. 


“]| This will be the seventh year that Nichol- 


country. Cumulative advertising is what 
counts. Get your share of the business. 















_ son National Advertising has covered the | 





Stock and push Nicholson Files. 





Poe 
k 





wise 


A File Pile fe 
Every Purpose 











NICHOLSON FILE CO. 


Providence, R. I., U.S.A. 
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The Clothes Wringer 
as MODERNIZED by 














One of the New Modern Models 


ADVANCED IN APPEARANCE 
IMPROVED IN EFFICIENCY 


OVELL 
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LOWVIELIL 


HE LOVELL COMPANY, hait a century ago, were pioneers in the building of 

hand-operated clothes wringers. The sterling quality of those first wringers, and 
of all the Lovell wringers that have followed them, is attested by three generations of 
American housewives. 








* 


cea semen 





When the modern, wringer-equipped washing machine was introduced, there natu- 
rally came a call for Lovell Wringers from this new quarter. During the last decade 
wringers made by Lovell have become standard equipment for more than two score 
of the leading manufacturers of washing machines. 


Now, Lovell has taken the hand-wringer and applied to it the best features of power- 
wringer practice—making it more convenient, more efficient, easier to operate, and 
of more attractive appearance. 


The new Modern Model Lovell Wringers have ball bearings, enclosed cog wheels, and a 
crank of new, labor-saving design. 


They are equipped with the Lovell patented spring-tension release, which eliminates 
resetting of screw adjustment before or after releasing pressure. 


All metal parts have rounded edges and are rustproofed by the most modern method. 
Frames are finished in a blue-grey, neutral, alkali-proof enamel. 


Rolls are the Lovell patented semi-soft type, with hard rubber end-collars which pre- 
vent rusting between roll ends and shaft. 


Three models—for round tubs—for stationary tubs—and a bench type. 


These improved wringers offer the house furnishings dealer a new sales opportunity. 
Their attractiveness is certain to. make many women discard their old-style wringers 
for the advantages of these new models. 


We will aid you in getting your share of this new business with advertising and display 
material which will be sent you on request, without charge. 


LOVELL MANUFACTURING COMPANY 
ERIE, PENNA., U. S. A. 


MODEL 71 One of the 
Stationary New Modern 

Tub Washing 

Machine 

Wringers 











MODEL 61 


Bench 
Wringer 





© Lovell Mfg. Co. 1929 


WRINGERS 


AND WRINGER ROLLS 
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Write for full details and new catalog. 





- bf OTHER FEATURES 


up HE U.S. line of ammunition covers every need, is of the highest qual- 
i. ity throughout, gives the dealer real sales advantages. It contains not 
only the up-to-the-minute improvements described above, but many 
additional features such as: Climax Heavies, the “‘Ajax Heavies” of long- 
range loads in the moderate price class; the old-reliable Climax trap and 
field loads; the big-selling, low-priced Defiance shell; Self-Cleaning rim- 
fires and center-fires; the world-famous .22 N. R. A.; the U. S. Improved 
Thirty-Thirty and other big-game cartridges of increased effectiveness. 


NEW ITEMS IN THE G9 LINE 


AJAX HEAVIES 


An innovation—Jacquered shells! The famous Ajax Heavies 
finished in lacquer. You’ve never laid your eyes on handsomer 
shells than these lacquered beauties. They’ll sell themselves. 
Better waterproofing, too. All Ajax Heavies loads—12, 16 and 
20 gauge—can be had in the lacquer finish. These popular long- 
range shells will also be supplied without lacquering. 








A110 
CLIMAX HEAVIES 


Another improvement—sel/f-cleaning .410’s! Climax Heavies of 
.410 gauge primed with the U. S. special nom-corrosive priming 
mixture. Brings to these powerful little 234-inch shells the clean 
shooting qualities which characterize U. S. Self-Cleaning Cart- 
ridges—and which have given them an enviable reputation for 
keeping gun barrels as clean as a whistle. 





¥ 











22 RIM-FIRES 


And also—coppered bullets. Three of the self-cleaning .22 rim- 
fires (Short, Long and Long Rifle) with solid lead bullets coated 
with copper. Exceptionally attractive in appearance and bound 
to be immensely popular. But there is more to these cartridges 
than mere looks. They’re as fine in shooting qualities as they’re 
fine looking. 





UNITED STATES CARTRIDGE COMPANY, 111 Broadway—New York 
. .. General Selling Agents: Nrtional Lead Company, New York, Boston, 
Buffalo, Chicago, Cincinnati, St. Louis, San Francisco; John T. Lewis & Bros. 
Co., Philadelphia; Merchants Hardware Limited, Calgary and Winnipeg, Canada. 








CARTRIDGES 











SHOT SHELLS 
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Every Tool Sells Another 


We illustrate a few of the various tools 
in the Union Hardware Line. 


The basic idea back of merchandising 
these tools is to make each tool so ever- 
lastingly good it will se// another. 


In other words we want to help our 

dealers build a substantial repeat busi- 

ness on Union Hardware Tool quality. 
Your Jobber will supply you. 


Send for Catalog. 


Established 1854 Reg. U. S. Pat. Off. Incorporated 1864 


TORRINGTON, CONN., U. S. A. 
New York Office: 151 Chambers Street 
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This style of “Loaded” 


WINDOW DISPLAY 


is inexpensive and yet will sell merchandise 





SoS pet 2 PB Sars RET ERO ON i 
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No. 853 


No.410 


No. 212 


? eR 





This Serviceable 





No.23! 


No. 623 
No. 723 





Display Rack 
Helps the Dealer 
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for 
HOUSEHOLD 
and GARAGE 


No. 43—3 in. jaw—14 Ibs. 
No. 4314—314 in. jaw —17 lbs. 
No. 44—4 in. jaw—28 Ibs. 
















Th c*:... 
Outstanding Features of Group e group o 


shown in relative sizes 


reabiees 
—Replaceable jaws 
—Replaceable Rare. 
ened Tool-Steel Jaw 
Faces 
—Permanently Locked 


—Cold rolled steel 
screw and handle 
—Anvil Back 
—Painted in 2 colors 
—3 Standard sizes— 
” Jaw 


Collar — absolutely 314" Jaw 
preventing screw 4” Jaw 
slipping 


| Three-way ASSORTMENT 


of small vises—just what each dealer 
needs to meet the calls for quality 
vises at low prices. 

Here they are—COLUMBIAN’S new 
group of 3 vises. Dealers who con- 


The culmination of ten years’ suc- 
cessful building of small vises— 
COLUMBIAN has produced this 
group of 3—in accord with the policy 
yee emmy sales advantages for the 





centrate on this group will have a er at no increase in price. No. 44 

simplified stock of standard sizes— Now ready for shipment—ask your $7.50* 

complete to meet all demands, jobber or write us direct. List 
tter sales set-up, quicker turnover N VISE & MFG. CO. 

and more profit. ney ogy . Cleveland, Ohio 


MORE THAN A QUARTER OF A CENTURY MAKING VISES — (MORE THAN A MILLION!) 








*Higher West of Mississippi 


COIMMBIAN 
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HE NEW Osborn Bass Broom is 

ready for action. As accurately de- 
signed as a fine tool, yet strongly built 
for long life, it is meeting with instant 
favor. Its one-piece, seamless steel cap, 
filled with a special cement and double- 
riveted to the handle, holds the fibres 
in a vise-like grip. 
Its exceptionally light weight is made 
possible by the light, yet powerfully 
strong, steel cap. Specially mixed bass 





A New Broom for New Business 


fibres combine toughness with flexi- 
bility. The handle, of selected straight 
grained hardwood, is held permanently 
rigid by a tight fitting collar and two 
heavy rivets. 

Osborn Bass Brooms are made in three 
grades — COARSE, MEDIUM, FINE. Write 
for complete information and prices. 


THE OS80RN MANUFACTURING LOMPANY 


5401 Hamilton Ave. Cleveland, Ohio 
Branch Offices: New ork . Detroit .Chicago.SanF; i Los Angel 











od 








Not double coated, but triple coated and yet you can 
sell it at popular prices at a generous profit. Seven 
Re 





fastest gZ most-in-d d items ever offered in 
one deal. Just the right items—what every woman 
needs! Just the right color combination to harmon- 
ize with any kitchen color scheme—‘‘Old Colonial”’ 
Triple Coated White Ware with Green trimmings 
‘oa handles. And yet you do not have to carry a 
complicated stock to meet differing color preferences. 


WHY IS TRIPLE COATED ENAMELWARE BETTER? 


Because it has three separate coats of enamel fused 
into the steel. First, the black ground coat which 
is very essential to make serviceable enamelware, 
then two white coats all of which adhere perfectly 
to the black ground coat and the steel making solid, 
durable vessels which will stand the use expected of 
kitchen utensils. 


Green Beauty ‘‘Old Colonial’ Triple Coated White 
Ware isa staple. You can get Green Beauty Federal- 
ware from your jobber. Order direct from him. 
Jobbers all over the United States are co-operating 
to give you 100% service on Federalware. 


FEDERAL ENAMELING & STAMPING CO. 


**The World’s Largest Enamelware Manufacturer” 
PITTSBURGH, PA. 


A veryinform- 
ative little 32 
page booklet 
explaining 
how Federal- 
ware is made 
and answering 
the many 
questions 
asked by 
women about 
Enamelware 
will be sent to 
DEALERS up- 
on request. 


10g¢. 
Seamless 
WATER PAIL 




































10¢¢. 
COMBINET 
with Rubber 
Protected 
Handle 


14 gt. Round Deep 
DISH PANwith wide Roll Rim 


No.06-6 gt. Convex 

KETTLE withNew 

Special High Dome 
Cover 





































¥ 
Hondled DISH PAN 
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The inimitable features of Myers Easy Operating 
Cog Gear Well, House and Cistern Pumps carry with 
them a prestige that is an undisputed trade asset for 
those who sell Pumps. Style and quality—service and 
endurance—rule the complete line of Myers Pumps, 
and are the four factors which reduce sales resistance 
and bring business to the doors of Myers dealers. As 
a pump dealer, it is in the Myers Line of Hand and 
Power Pumps that you will find the greatest opportu- 
nities to increase your pump sales and profits during 
































h oe 
) MYERS 
SUBMERGED 
CYLINDER 
PUMP for 
DRILLED 
or CASED 
WELLS 























Take 
The 
MYER 


PUMPS -WATER SYSTEMS - HAY TOOLS-DOOR 


TH FLEMYERS & BRO.&o. 


ASHLAND, OHIO. 


d| 
Manufacturers for over Fifty Years of MYERS HONOR-BILT PUM very Purpose. 
WATER SYSTEMS-HAY and’ GRAIN UNLOADING TOOLS - Benn canoe end Y 
E DOOR HANGERS- STORE LADDERS, Etc. 
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Fence Advertisement 





























American Steel & Wire Company 


These 
IGHT into your community—into the homes of farmers, _||Z#2£/nsulafed 
goes our farm paper advertising. We talk to the farmer jane ns 
about his problems—about fence for profit, and tell him ROYAL 
to go to the American Steel & Wire Company Dealer ANTHONY 
for fence advice. MONITOR 
All the force of National Advertising, the Experience of our santana 
organization, the strength and prestige of the Best Known pore 
Fences is focused on your locality to make the American ene "agua 
Steel & Wire Dealer fence headquarters in your community. Freee 5 mg 
. . . . *4.7° . ational Expandin 
Such co-operation is increasingly building bigger and “Anchor End and” 
i more profitable business for our dealers. We invite you in. Cover Every 
i Write for information. | _ Fencing Need 
American Steel & Wire Company 
‘ Subsidiary of United States Steel Corporation 


Sales Offices: Chicago New York Boston Cleveland Worcester Philadelphia Pittsburgh 
Buffalo Detroit Cincinnati Baltimore Wilkes-Barre Kansas City Minneapolis-St. Paul 
St. Louis Oklahoma City Birmingham Atlanta Memphis Dallas Denver Salt Lake City 
U. S. STEEL PRODUCTS COMPANY: San Francisco, Los Angeles, Portland, Seattle 
Export Representatives: UNITED STATES STEEL PRODUCTS CO., 30 Church St., New York, N. Y. 
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Garden Hose 


B ULL DOG Cord is a 


moulded hose with tightly twisted and 
braided cotton strands vulcanized as an 
inseparable part of its wall. It is, there- 
fore, similar in construction to the rein- 
forced concrete wall of a building. 

The high quality rubber and the supple, 
long-staple cotton cords give Bull Dog 
hose extreme flexibility, while the charac- 
ter of its construction makes it strong and 


serviceable. 














must have a strong wall f 


Garden hose, like most articles of util- 
ity, has developed through stages of pro- 
gression due to the perfection of new ma- 
chinery and methods. We present in Bull 
Dog Cord the type of hose which offers the 
maximum of convenient handling with a 
greatly increased lifetime. 

This is the hose to sell to flerists, golf 
courses, contractors and the highest class 
of household trade. 


oA»: 


ae 


ae ae 
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HOSE 


"AS 








FLEXIBLE AS ROPE") 


Ras ee 
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What They Say About Our 
New Uniform Cost and 


Re-Sale Price Plan 


“Whenever dealers want to scrap they often use 
fence as a football,” writes Geo. Rusmussen, 
president, Atlas Lumber Co., Omaha. “As a 
result,” he continued, “we dealers have not 
realized the profits on this line, which our in- 
vestments and efforts deserve.” 

On this page are but a very few of the many 
favorable expressions, from dealers, about this 
new plan. 

Our new plan provides for “RED BRAND” 
fence being sold to all dealers at uniform prices 
—to be re-sold at not less than our standard 
re-sale prices we established Dec. 15, 1928. 

As one leading trade paper puts it: “The 
company has adopted the re-sale price policy 
only after a thorough trial in certain states dur- 
ing the past two years. One of these was Ohio, 
and many Buckeye dealers have stated in recent 


‘conventions that adoption of the system and 


the firm backing of the policy by the company 
had revolutionized their fence business, making 
it worth while for dealers to push fence with the 
aggressiveness that its value to farmers 
merited.” 


Keystone Steel & Wire Company 


PEORIA ILLINOIS 










Always look 


b(t) am a als 


Red Brand 


(top wire) 
Need |: 








Yahi tener en 


Choice of Stiff 
Stay or Hinge 
Joint Styles 




























“Best step ever taken in the wire business and 
ought to arouse the interest of every dealer.” 
O. B. James, Richland Center, Wis. 


“We think very well of your plan and hope to 
see more concerns working along this line.” 
M. W. Gee, V. P. & Mgr., Foster Stevens & 
Company, Grand Rapids, Mich. 


2°, 
“ 


“The writer is very much interested in your 
uniform cost and re-sale price plan on fence, 
and will say that you are certainly taking a 
step in the right direction. We approve your 
plan one hundred per cent.” 

H. C. Weisel, Dist. Mgr., Alexander Lumber 
Co., Galesburg, II. 


7 
“eo 


“Fine, we are for it; give me another sheet to 
cover my various yards where we sell your 
line of fence.” C. W. Morton, V. P., Consoli- 
dated Lumber Co., Stillwater, Minn. 


°, 
“° 


“After reading about your plans to maintain 
uniform cost and re-sale prices on fencing, we 
wish to congratulate you on the stand you are 
taking. We believe it will make a profit for the 
dealer, resulting in an improved condition of 
the fencing business. While the profit you have 
set is not large, we believe it is a step in the 
right direction, and if the profit had been 
placed too large, it would defeat its own pur- 
pose.” G. L. Ireland, Ireland’s Lumber Yard, 
Grand Forks, N. Dak. 


*, 
“e 


“Your uniform cost and standard re-sale price 
plan on fencing is a radical departure from ex- 
isting methods, but I believe it is a long step 
in the right,direction. I believe it will work 
out to the advantage of the dealer. We con- 
gratulate you on this new plan, believing it 
will work out fine.’ Wm. Ferguson, Treas., 
Townley Metal & Hardware Co., Kansas City, 
Mo. 


2, 
Xd 


“It is generally known that fencing has not 
shown a satisfactory profit in past years, prob- 
ably due to price cutting methods on the part 
of the dealers. We are of the opinion that the 
proposed plan will help stimulate a demand for 
your product and that the policy proposed is 
a step in the right direction.” N. S. Coffin, 
Pres., Interior Lumber Company, Minneapolis, 
Minn. 


2, 
“e 


“Certainly a step in the right direction. Your 
endeavor will meet with favor among all legiti- 
mate dealers. Dealer conventions have been 
advocating such a plan, consistently. I wish 
to commend you for it and would like permis- 
sion to read your letter at our Minneapolis 
Implement Dealers Convention.” L. A. Camp- 
bell, Campbell Implement Co., Montevideo, 
Minn. 
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Tieews a 


Bic PROFITin Window Glass 











SLATTERY 
BUILDING 
Shreveport, La. 
Mann & Stearn 
Little Rock, Ark. 
Architects 
Glazed with 
Libbey-Owens 
Glass 





Window glass is a long-profit 
item. Figure it out from your 
own costs and selling prices 
and you will see how unusually 
large this profit is. And with 
Libbey-Owens glass this large 
profit is made even larger 
beeause its perfect annealing 
reduces breakage to the 
minimum. For bigger profits. 
push Libbey - Owens glass. 




















The Libbey-Owens Sheet Glass Company P 
Toledo, Ohio 








x 
4 
4 
4 
{ 
4 


FLAT DRAWN CLEAR 
SHEET GLASS 


THE LIBBEY -OWENS SHEET GLASS CO. 
TOLEDO, OHIO 4 

Gentlemen: 4 
Please send me your new : 

booklet on Flat Glass. « 

4 

Name ‘ 
4 

4 

4 

q 

« 


Address 
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Distributed Through Representative Glass Jobbers and Used by Sash and Door M facturers Everywhere 
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\ for every Home. 
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New Improvements 
No Advance in Prices 


Because the American Kitchenkook is constantly 
winning to itself the leading hardware merchants 
everywhere and because these merchants show an ever 
increasing sales volume, it has been possible to add 
new and costly improvements and features and still 
maintain prices no higher than those asked fot 
ordinary stoves. 


Here are some of the new Kitchenkook features 
for 1929: a new instant lighter doubly protected 
against carbon deposits by a carburetor cleaner and 
regulator and automatic cleaner in the burner— 
exclusive features which insure perfect lighting; 
a new combination fuel and pressure gauge and 
improved built-in pump. These are standard on 
all Kitchenkook models for 1929, features which 
make the American Kitchenkook even more dependable 
and more desirable than ever before. 


The Kitchenkook sales plan limits the sale to a com- 
‘ paratively small number of progressive merchants. 
If you wish to know more about it and how you can 
quickly double you stove sales, write to our office 
nearest you. 


American Gas Machine Company, Inc. 


MAIN OFFICE AND FACTORIES . ALBERT LEA, MINN. 
EASTERN BRANCH ‘ 78 Reade St.. NEW YORK 
WESTERN BRANCH 4242 Hollis St., OAKLAND, CAL, 


AMERICAN 


eo Appliances Go 
Complete Gas Qooking. 
Heating. Lighting Service 


— 


KITCHEN KOOK 


CLEANLINESS~SPEED ~CONVENIENCE ~ SAFETY 
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Advertisers Planning to Stimulate 
Spring Buying and Selling 


Should make provision to be represented 


in the 


Annual Spring Buying N umber 


of 


HARDWARE AGE 
Published Feb. 7. 












tion and selling ideas for the hardware merchant, 


This issue will be replete with suggestions, informa- 
appropriate to his spring sales campaign. 


A representative sales message for your organization in this 
issue will prove an enduring investment. 


Forms Close January 29. 
Current Card Rates apply 
Hardware Age Red $50 per page additional. 


HARDWARE AGE 


239 West 39th Street 
New York City 
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im Belfont line of steel and wire 
products is backed by a seventy- 
year old manufacturing experience. 


Belfont products have always been in 
good demand. 


Their attractive packing is an ad- 
ditional merchandising feature that 
appeals to customers and builds sales. 


Write for detailed information and 


our proposition. 


BELFONT STEEL & WIRE Co. 
IRONTON, OHIO 





nirt: 





PRODUCTS: Cut Nails 7 Wire Nails 7 Galvanized, Cement Coated 
and Blued Nails 7 Barbed Wire 7 Galvanized Wire 7 Annealed Wire— 
Straightened and Cut to Length 7 Rustless Galvanized Clothes Lines 7 Belfont 
Handy Small 


waa 








Diameter Coils. 


OO et EOS AEN ANNE aL aD 








STEEL & WIRE CO. 
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aN eee ae me nena 
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Your 
buying 





Your buying schedule tells of the approach 
of spring—a time when many of your sea- 
sonable items must be checked up, ordered, 
displayed. See to it that some other dealer 
doesn’t make the early sales of pruning 
shears that belong to you. 


When you write out that order, keep in 
mind the large number of tools in the Pexto 
Line. Remember that concentration as far 
as possible in a single line will save you 
time and money—for every additional 
brand means more tied-up capital, capital 
that could be put to work in other profit- 
able ways. 


schedule 







N 


The Pexto Line offers great variety. It is 
a business builder, for people like Pexto 
Tools. They appreciate the exact bal- 
ance, careful workmanship and guaranteed 
material built into every Pexto Tool. 
Braces, Bits, Chisels, Hammers, Wrenches, 
Screw Drivers, Squares, Calipers, Snips, 
Pruning Shears and a host of other small 
tools make up the Pexto Line that your 
jobber carries. 


You need our catalogue No. 26T. Send 
for it today. 


THE PECK, STOW & WILCOX COMPANY 
Southington, Conn., U. S. A. 





“IT PAYS TO CONCENTRATE” 

















It’s been said be- 
fore but we say 
it again—the 
sweetest music 
to the dealer 
is the tinkle of - 
the cash register. 


Nationally 
Advertised 


to 16 million home 
folks in Better 
Homes and Gar- 
dens, Ladies’ Home 
Journal, Good 
Housekeeping and 
Christian Herald. 





GRASS SHEARS 





“Doo -Klip 





Pei nothing like a gross or two of fast-selling DOO-KLIPS 
to jazz up the old cash register and keep it jingling. You'll 
be pleasantly surprised at the way your grass shear sales 
will climb. Just try it! 


DOO-KLIPS took the country by storm last year because they 
brought to householders something unique and something infinitely 
better in grass shears. 


The DOO-KLIP is utterly different. Its natural up-and-down 
movement takes all the wrist-tire and finger-ache out of lawn- 
trimming—keeps the hand out of the dirt — eliminates skinned 
knuckles when trimming closely around walls, trees, walks, ete. 
That makes them sell on sight! 


Then, too, DOO-KLIPS are self-sharpening and self-tensioning. 
They clip fine grass and heavy stalks with equal ease. Rust resist- 
ing, good for years of dependable service and backed by our 
unconditional money-back guarantee. ; 


Order from your jobber or write us for samples at dealer’s price. 
The DOO-KLIP Pruner with the oblique cut, and the DOO-KLIP 
Fertilizer Sprayer that fertilizes while sprinkling, are equally 
efficient and popular. Privilege of return and cash rebate. 


THE ALLIANCE MANUFACTURING COMPANY, Alliance, Ohio 





PRUNERS FERTILIZER SPRAYERS 








30 HARDWARE AGE for JANUARY 24, 1929 





WICKWIRE 
BROTHERS 


Bronze Screen 


Wire Cloth 








Costs More 
Than Steel 
Wire Cloth, 
But— 
Returns 
More Than 
the 
Difference 
in Service 





Pleasing the Owners of Thousands of Homes 


All brands of Wickwire 
Brothers Screen Cloth will 
be furnished this season in 
rolls of one piece each, 
also all brands will be fur- 
nished, in addition to 100 
lin. ft. rolls, in 50 ft. and 
25 ft. length rolls, without 
extra charge. 


Our Other Brands Screen 
Cloth 
Cortland Black Enameled 
Cortland Gray-Wick 
White Metal Finish 
Wickwire Premier 
Wickwire Copper 


When home owners get five, ten, fifteen and sometimes 
twenty years’ service from a screen wire cloth it must be of 
unusual quality. 


WICKWIRE BROTHERS Bronze Screen Wire Cloth is. 


Customers have written us that this brand has lasted 24 
years. 


What a tribute to the materials and workmanship—90% 
Copper and 10% Zinc, uniformly Full Gauge Wire, every 
operation from raw material to finished product being done 
under our personal supervision. 


This sturdy screen wire cloth never rusts—the Zinc provides 
the required, tensile strength, as well as the ability to resist 
corrosion. That’s why it withstands salt air, acids and gases. 


Made in 14”, 16” and 18” mesh, in even width from 18” to 


48”, double selvage. 100 lineal ft. to the roll. Sell the 
brand that pleases customers and increases sales. 


Your jobber will supply you. 

















HARDWARE AGE for JANUARY 24, 1929 





Electrical merchandise 





sales by hardware 





merchants now exceed 


$100,000,000 annually 








Rapid expansion in marketing these practical daily acces- 
sories demands complete sane presentation from the “hard- 
ware” viewpoint. | 


Electrical Goods section of HARDWARE AGE, published 


every fourth week, meets exclusively this need of hardware 
merchants and offers manufacturers “common ground” for 
promoting sales to these distributors. Arrange now for your 
advertising messages in these Electrical Goods issues for 
1929. 


Jan. 3 Mar.28 June20 Sept. 12 

Jan.31 Apr.25 July 18 Oct. 10 

Feb.28 May 23 Aug.15 Nov. 7 
Dec. 5 





HARDWARE AGE 
239 W. 39th St., New. York City 
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— 


Operating for 
Advancement 






Its Publications Broadl Ini 
merges mop The United Publishers Corpora- 
Industries and tion has always operated for the 
Automotive advancement of the industries it 





Automotive Industries 
Automobile Trade Journal and 
Motor Age Serves. 
Motor World Wholesale 
Commercial Car Journal and 
Operation & Maintenance : : . : . 
Chilton Catalog & Directory This 1S its ultimate objective. 
Automotive Industrial Red Book 
Chilton Aero Directory and 


i. | And with this sound basis of build- 


Hardware Age 


Hardware Age Catalog ing as a background the inevitable 
ewelry 


The Jewelers’ Circular , | ee 
Peel se result has been. leading publica 
ao tions in their fields. 

The Optical Journal 


"Toe, Pesvelenes Magnet Such publications obviousiy are 
Oil Field Engineering 


Allen's —— Hand sought by readers and advertisers 


Plumbing & Heating 7 
Sanitary & Heating Engineering c\ erywhere. 
Shoe 
Boot & Shoe Recorder 
Textile 
Dry Goods Economist 
Dry Goods Reporter 
The Drygoodsman 
Pacific Coast Merchant 


"Fey World Ky 



























Warehousing 
Distribution & Warehousing Q (4 | 
fe. 
= 






ONILED 





UNITED PUBLISHERS CORPORATION 
239 West 39th Street ‘SE New York City 








A. C, PEARSON 


Chairman of the Board of FRITZ J. FRANK Cc. A. MUSSELMAN F. C. STEVENS 
me U.2.C. f President of the U.P.C. Vice-President of the U. P.C. Treasurer of the U.P.C 

President of the Textile President of the Iron ot President of the Chilton President of the Federal 

Publishing Co., N. Y. C. Publishing Co., N. Y. C. Class Journal Co., Phila. Printing Co., N. Y. C. 


2, SA a kere Ap Rear Pee BE na PEE ee: BBUt x a cm 
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AUTOMOBILE 


TRADE JOURNAL 
and MOTOR AGE 


Published Monthly 


by 
Chilton Class Journal Company 
Chestnut and 56th Streets, Philadelphia, Pa. 
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offers to work 
for you 


Kune COLOR, royal representative of Acme Quality, ‘The House 
of Color,” offers to go behind your counter, increase your paint sales, 
and add to your profits. 


He will make your store “The House of Color” in your community. 


He will cooperate with you in enabling you to benefit directly from 
his big full-color spreads appearing month by month in the country’s 
foremost publications reaching millions. 


TN ih Seen ins nctp ip tin 


His new Acme agency franchise is a winner. It offers to make you a 
bigger factor than ever before in paint. 


Spring is just over the hill when King Color again will bring beauty 
and cheer-to homes everywhere, with beautiful and enduring colors 
of Acme Quality. 


Now, then, is the time to line up for this sure business and profit. 
The new Acme Quality franchise is ready. It will identify you with 
the greatest selling idea and the greatest advertising campaign ever 
known in paint. 





It will make more money for you. So, today, now, send for full 
particulars. This offer is open to one well-rated, reputable paint dealer 
in every locality where Acme Quality is not now represented. 





ACME WHITE LEAD AND COLOR WORKS 
Administration Offices—DETROIT, MICHIGAN t 


Branches in Principal Cities Dealer Service Stations Everywhere 








: PAINT+ VARNISH ENAMEL+ LACQUER 





a PROXLIN LACQUER FOR AUTOMOBILES 
iH INDUSTRIAL FINISHES FOR ALL SURFACES 


RRR NG Lae NE I CREAT eR IEE in ic on Lin ate 
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more brushes 


in 1929- 


to the HOME-OWNER 
the PAINTER 
and the WOMAN 


— increasing your brush sales from 
three to four times last year’s vol- 
ume, with the aid of BURTON’S 
Salesmaker Brush Display Stand— 
asilent “extra” clerk that will work 
for you every day in the year. 

TODAY —your customers are being 
trained to buy merchandise that is 
actively displayed. And so they 
buy from BURTON’S Brush Dis- 


play Stand because 




















— it reminds them to buy 
“that” brush they have 
been needing so long. 





—makes it easy for them 
to select the right brush— 
size, price, quality all 


et plainly visible. 
A ' —and makes itcertain they 
= will buy a BURTON'S 


Boston Brush—a line of 
brushes made for repeat 
sales. 


Dealers prefer BURTON’S Salesmaker Display Stand because of 
its individuality—its selling value—because it is the most practi- 
cal, compact and simplified brush display stand holding more 
brushes in a smaller space, and because it sells to the Home- 
owner, the Painter and the Woman alike. 























BURTON’S Brush Display Stand is delivered to 
dealers who purchase our Salesmaker Display As- 
sortment consisting of a selected group of fast-selling 
brushes. Complete information on request. Write 


Occupies only TEN INCHES of Space 


Stand has six panels, finished in four colors, 
each panel displaying three brushes with their 


BURTON-BOSTON BRUSH COMPANY 7273.217276%, Lirecolues at the touch of 


Height 40"— Width 10". 


122 HARVARD STREET CAMBRIDGE, MASS. 


Cpurton s Choston Ohrushes 


MADE SINCE 1844 
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4-hour dry! 
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“PT SHERE has been and now is a vast 
increasing demand on the part of 
the home-painting public for a quick- 
drying finish that is easy to work with 
and that assures fine results with a mini- 
mum of painting skill. The answer to 
that demand is Murphy Quick Velvet 
Enamel. 

This enamel flows as readily from 
the brush as the longer drying enamels, 
and does not leave brush marks. It dries 
free of dust very quickly and dries in 4 
hours to a beautiful and durable finish. 

Murphy Quick Velvet Enamel is the 
result of the most painstaking, scien- 


tific and practical development over a 


. period of many months. The Murphy 


Varnish Company, jealous of its 64 years 
of reputation for only the finest finishes, 
stands squarely behind this splendid 
product. We urge that you take advan- 


What does Murphy say ? 


tage of the actively increasing demand 
for aquick-drying finish of high quality 
and send to us for full information, not 
only on the product, but on dealer 
helps which are already created and 
ready to be sent out. 

The demand for this product is 
growing greater day by day and all 
active minded dealers should get 


started on it now. 


MURPHY VARNISH COMPANY 


Murphy 
Quick Velvet 
Enamel 


4-hour dry 








Mismrme: FINE FINISHES 


Famous for 64 years among architects, master painters and makers of products requiring a fine finish 


Da-Cote Enamel Muronic Enamels 
Transparent Interior Varnish 


Transparent Floor Varnish 


Quick White Enamel 
Univernish (the all-purpose varnish) 
Da-Cote Varnish Stain 


Quick Velvet Enamel 
Transparent Spar Varnish 


Four-Hour Varnish Brushing Lacquer 
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VALSPAR FINISH 


for every purpose i 


VALSPAR 
Specialties 
Will 
Boost 


Your 


Sales! 


Will make 
Your 
Paint 

Investment 

Pay 
Big 
Dividends! 














HE Valspar quick-selling, profit-making 

specialties have been augmented by the 
addition of three new Paints; namely Valspar 
House Paint, Valspar Flat Wall Paint and 
Valspar Porch and Floor Paint. They are all 
Valspar Products in every sense of the name 
—with the superior Valspar qualities of endur- 
ance and beauty. 


In these new Valspar finishes, Valspar itself 
takes the place of Japan Dryers, which tend to 
shorten the life of ordinary paint. Valspar adds 
its supreme qualities of waterproofness and dura- 
bility to the other requisites of perfect paints. 

Many millions of men and women buy the 
Valspar Specialties. Because of the lasting sat- 
isfaction Valspar has always given them, they 
will want the new Valspar Products. 


Write us at once for our “ Dealers Profit Proposition.” 


VALENTINE’S 


ALSPAR 
FINISHES 


WATERPROOF — WEARPROOF — WEATHERPROOF 


VALENTINE & COMPANY, 386 Fourth Ave., N. Y. 
CHICAGO: 2500 Prairie Avenue BOSTON : 49 Purchase Street 
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DUTCH BOY oft faste WHITE - LEAD 


makes lead paint 
in a few minutes 


_ . BOY soft paste—the easier-to- 
thin lead-in-oil—has several distinct 
advantages that painters and other paint 


buyers immediately see. 


It is easily and quickly brought to 
brushing consistency. A “hundred” can 
actually be thinned to paint in six or seven 
minutes. It can be tinted with remarkable 


ease. It saves both time and labor. 


Soft paste is really “shop lead” —the 
same high-grade white-lead contained in 
heavy paste but with a higher percentage 
of linseed oil ground in at the factory. It 
is this extra oil that gives soft paste its 
easy-breaking advantages. And the smooth 
paint that soft paste gives has exceptional 


spreading qualities. 


Dutch Boy soft paste white-lead is sold 
by the pound in 100 Ib. steel kegs and in 
50, 25, and 12% Ib. steel pails. Our Dutch 
Boy trademark on each package guaran- 
tees the contents to be pure white-lead 


and pure linseed oil—xothing else. 


VVUVVVVVVVVTVVvVvVvVvVvVvVYV 


DUTCH BOY RED-LEAD IN OIL 


Are you handling Dutch Boy red-lead? 
Fine, uniform, highly oxidized—there is 
no better red-lead obtainable . . . no 
better paint for metal. In convenient 
paste form . .. 100 Ib. kegs; 50, 25, 
12% Ib. pails. 


DM Me Mi. hy thn, Bin, eB My Mi A Se hey 
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NATIONAL LEAD COMPANY 


New York, 111 Broadway Boston, 800 Albany St. 
Buffalo, 116 Oak St. Chicago, 900 West 18th St. 
Cincinnati, 659 Freeman Ave. Cleveland, 820 W. Saperior Ave. 
St. Louis, 722 Chestnut St. San Francisco, 235 Montgomery St. 
Pittsburgh, National Lead & Oil Co. of Pa., 316 Fourth Ave. 
Philadelphia, John T. Lewis & Bros. Co., 437 Chestnut St. 
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WHITE LEAD 


SOFT PASTE 
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What are the Zinc Pig ments that are used for elie 


CRYPTONE 


(wre 





Man Y of the special finishes you 
are now using contain Cryptone 
(high Zinc Sulphide Lithopone). De- 
veloped by The New Jersey Zinc 
Company only a few years ago, 
Cryptone today is playing a most im- 
portant part in maintaining high 
standards of quality and economy in 
finishes of certain types. 

@ Cryptone is a special high- 
grade Lithopone which gives to 
paints many of the same qualities as 
“Albalith” (The New Jersey Zinc 
Company’s super-Lithopone) — a 
permanent whiteness, great spread- 
ing rate, light resistance and high 
hiding power. Because of the high 
Zinc Sulphide content of Cryptone, 
giving it nearly half again as much 
hiding power as the usual type of 






Wu ZINC SULPH Ip, 
oe oe Ee) ots) | = 








‘Albalith 


SUPER 


Lithopone 





New Jersey’ 


Ale 







Lithopone, this hiding power or 
strength is its outstanding quality. 

@ Cryptone is being extensively 
used in lacquers, four hour enamels, 
high-grade flat wall paints, gloss 
whites and in many other finishes 
which demand a pigment of excep- 
tionally great hiding power. 

@ Another characteristic of Cryp- 
tone is one for which all The New 
Jersey Zinc Company’s zinc pigments 
are noted—uniformity—uniformity 
which our experience in the manu- 
facture of zinc pigments for more 
than three-quarters of a century 
enables us to maintain. 

Zinc Sulphide, another high-hiding 


zine pigment, will be the subject of 
next month’s message. Watch for it. 


The New Jersey Zinc Company....160 Front Street, New York 
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i. PROCESS 


I IN U.S. PAT. OFF. 
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POR oO ONE 
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Money-Makin g ——————————————— 




















New Year’s 
Resolutions 


Sell Your Trade MURALO PROCESS WALL 
COATINGS — quality products that put profits in your =———— 






































cash register, because they so admirably meet acca 
sae il the need for serviceable, good-looking wall coatings at low cost. — 
MURALO WALL COAT- shade. A foremost choice of 
==  INGS come in a wide range of painter-decoratorsandallwho  ——~— 
—— colors which can be blended to employ color in interior decora- 
harmonize with the most dis- tion. You will doa good business ~~ 
——  tinctive decorative scheme. They at a very fair profit in this pay- 
are prepared og J by mixing ing item. 
-—- with cold water. They are as sat- a 
isfactory as oil paints for scores Write Dept. J for color 


chart and our proposition to — 


of uses—are far easier to apply 
dealers. 


—and dry faster in a perfect, even 








Stock 
and 





Carry 
and 


























Sell Ari OS eR Feature 
MURALO WALL SIZE MURALO PATCHING 
Another Muralo item that add A migh d 
dollars to the profit side of your PLASTER— ‘citer and. re- 
ledger. peater because of its wide market 


and many uses. 


In constant demand by painters, paper- 
hangers, plumbers, electricians—home own- 


Many painter-decorators regard Muralo 
Wall Size as the backbone of a fine paint 
job. Its uniform quality assures the proper 








round for the sur- ae ers, too—not vo ater 
ace coat—and gives a _—_—_ repairing cracked and 
smooth, non-porous sur- — broken plaster walls, but 
face which stains cannot for interior brick, con- 


work through. crete, stoneand woodwork. 


es withthe weep 
of alarge brush. Saves its cost 
many times over. Stock and 


Made by a special process— 
scientifically timed —makes a 
lasting unnoticeable patch. 





feature it! j 
In handy size 213, 5 and 25 Ib. 
In 1 Ib. packages, 10 Ibs. to : 
the carton. — 
Write for booklet. Write for booklet. 





Manufactured by 


THE MURALO COMPANY, Inc. 


Founded 1894 


Specializing Exclusively.in Decorative Wall Coatings, Cold Water Paints, Wall Sizes and Patching Plaster 
STATEN ISLAND, NEW YORK 
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A product like 
LINGERWETT 


The Supreme Remover 








A money-back policy 
like this: 


If any painter, or other con- ° 5 
sumer, wants his money back on Paint Spraying 
his purchase of Lingerwett Re- e ° 
mover, for any reason what- Revolutionized 
ever, you are authorized to give 


it to him. Simply tell us and by this new development 
we will pay the full selling 
eee ee The New Agitator Type ELECTRIC SPRAYIT, with 

cots . outstanding features and performance unrivaled has 
opened new fields for sales and profits. The hardware 
: ‘ trade is cashing-in on the remarkable record already 

and success 18 a certainty. established. Handled by leading jobbers. Backed up 


by continuous national advertising. Unusually attrac- 


No Wonder LINGERWETT is the tive discounts. Jobbers and dealers should write im- 


mediately for the 1929 Sprayit Sales Plan. 


biggest selling remover in America 
ELECTRIC SPRAYIT CO., Ine. 


THE WILSON IMPERIAL COMPANY, NEWARK, N. J. 1202 E. Colfax Ave. South Bend, Ind. 




















Ww 
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Why is 
Mr. 
PLASTIC 


wooo 7 Ai) BRUSH-NU COMPANY e. 


Like a policeman? b= AG= J BALTIMORE MARYLAND \ 
Wi WC 




















**It Quickly Closes Bad Joints’’ 


Even the best carpenters find Plastic Wood helps from 
them to do quicker better jobs . . . and as for the CO V er 
handy man at home. . . Zowie! . . . Just think of 
its many uses . ¥ weneeent . « . mouse holes to 
. . . cracks . . . damaged furniture . . . to tell it is 
to sell it . . . Now altogether, “Handles Like Putty. cover Z 
Hardens into Wood.” 


Carried by Hardware and Paint Wholesalers 7 prea. me fl 
torial and market report in Hard- 
4 lb. can, 35c¢ each; 1 lb. can, $1.00 each ware Age is ahaa to 0 Gan 


12 cans to a carton—less 33144% who is looking for the shortest road 


Addison-Leslie Co., Mfrs., 1 Bolivar St., Canton, Mass. to success. 
Read Hardware Age as a duty to 


yourself. 





*A request on your store letterhead will bring a free quarter pound can of 
Plastic Wood for practical use or for making a Plastic Wood manikin. 
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Tumbler Holder 












The Best Value for the Money 


No. 3712 
Same design fur- 
nished in reco §6=9s Bath Room Fixtures offer your 


White Enamel customers the best value obtainable for 


the money. 


Their first cost is their last cost, because 
once installed there is no up-keep and 
no replacement. 


INGC 


Bath Room Fixtures 


never rust or corrode, because made of SOLID 
BRASS, the most durable material known for 
the purpose. 


Over this permanent body of SOLID BRASS 
they are highly polished and heavily nickel plated. 


AMERICAN RING COMPANY This gives them a very attractive appearance. 
They require only occasional cleaning with soap 

Waterbury Connecticut 21d water—no constant scouring like some fix- 
tures. They give lasting satisfaction. 





Branch Offices: 


Boston—170 Summer St. New York—2 Hudson St. We will be pleased to send you our latest catalog. It 
San Francisco—116 New Montgomery St. shows many new designs and gives information of in- 
Chicago—29 E. Madison St. terest to every dealer. 

















UBRICATION is probably of more general interest to industry than any other one subject. Main- 
tenance men, and those who watch maintenance and production costs can take a leaf from the book 

of experience of thousands of exacting operating men by studying the results of Dixon’s Flake Graphite 
lubrication. 
For more than 100 years Dixon’s Flake Graphite has been spreading its smooth unctuous veneer over con- 
tacting surfaces, reducing friction and wear to a minimum—producing dead smooth bearing surfaces that 
are so necessary to cool running and long life. 
The results of this century of experience in handling pure Flake Graphite and 
the various greases compounded with graphite are yours for the asking. Send 
today for Booklet No. 40 KP. 


JOSEPH DIXON CRUCIBLE COMPANY 


Jersey City D N New Jersey 


Established 1827 










Dixon’s 
Graphite Products 


Flake Graphite 

Graphite Cup Grease 
Waterproof Graphite Grease 
Silica-Graphite Paint 

Boiler Graphite 

Graphite Spring Oil 
Graphite Seal* 

Pipe Joint Compound 





*An entirely new and improved 
type of graphite sealing paste 
especially prepared for use on screw 
thread, flange, and gasket joints 
and valves of pipe lines carrying 
hot or cold mineral, vegetable and 
animal oils, gasoline, benzine, naph- 
tha, creosote, tar, etc 
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SKYSCRAPER 
Rubbish Burner 


“Known As The Best” 


Now Distributed Exclusively 
by the 


EASTERN NAIL CO. 








Knocked down and shipped in separate car- 
tons, these burners yield a handsome profit 
for you. 


The High Carbon steel strips together with the 
woven construction of this Outdoor Rubbish 
Burner takes care of the expansion and contrac- 
tion of the metal, during and after the burning 
process, and Prevents the Warping and Buckling 
so common in all Sheet Iron or Wire Burners. | 


Your customers will prefer Skyscraper burners be- 
cause they are neat, easy to handle, and durable. 


You will find Skyscrapers easier to sell, easier to 
stock, and easier to ship. OUR FIXED PRICE 
INSURES A PROFIT FOR YOU. 


YOUR JOBBER WILL SUPPLY YOU 


Skyscraper Rubbish Burners 
EASTERN NAIL COMPANY 


Sole Distributors 
170 Union Avenue, Providence, Rhode Island 
SSS SSS SSS SSS SSS SESS SSBB See eee eee eee 
Eastern Nail Company 


170 Union Ave., Providence, R. I. UNOS 4 60 KG hss eesuaes 


We are interested in ‘Skyscraper Rubbish Burners’’ and would like to 
have you send prices and descriptive folder. 


DE Nous 6 swe'been a tGhiiechy.aa tae h SPOS A ndb6ns Ko eo bees oe eee, 


EE er Vhe dee bod nas ducn nes adeno seo nawree ckkke lowe 














SELL 





Lock No. 04810—1% in. dia. 
Lock No. 04811—1% in. dia. 





Curious persons can be denied access with a 10 cent 
padlock, but to prevent robbery, a lock with secure 
construction must be used. 

The locks here shown will provide the maximum pro- 
tection against picking, breaking or forcing, and will 
be readily accepted by your customers, if their merits 
are explained. 

' Selling quality products inspires the confidence of the 
customer, and brings satisfaction and increased profit 
to you. 

We will gladly tell you more about these or others of 
our long line of Padlocks, if you will write us. 











The Eagle Quality Line 
Night Latches Cabinet Locks 
Trunk Locks Store Door Sets 
Padlocks 


Front Door Sets : 
Wood Screws % 


Eagle Lock Co. 


General Sales Office 
26 Warren St., New York 


Branches: 

521 Commerce St., Philadelphia, Pa. 
177-179 N. Franklin St., Chicago, Ill. 
114 Bedford St., Boston, Mass. 
Works at Terryville, Connecticut 


B.1NU, 6. PAT OFF EB.ANU. 6 PAI. OFF. 
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| WIMCHTES 


TRADE MARK 




















Week of 
Jan. 20th to 26th 


"Did you ewer atofe 
bo Chink?” 








Too many advertisements start. 
perhaps, with—*‘Did you ever 
Stop to think?” But do you? 
Do you stop to think, for in- 
stance, that itis only by pushing 
the best known, fastest selling 
lines as leaders that it Is pos- 





sible to attract the largest num- 
ber of customers to your store? 
When you feature Winchester 
Rifles and Shotguns, for in- 
stance, you attract more 
shooters than would be pos- 
sible with any other brand. And 
every extra shooter you attract 
through Winchester prestige is 
an extra prospect for all other 
merchandise you sell. You 
have. doubtless, figured this all 
out but have you stopped to 
think just why a Winchester 
will have first call? You know, 
of course, what the ““W-P” 
(Winchester Proof) mark means 
to your customers. But do you 
know all that stands behind this 
mark? Have you heard, for 
instance, about Winchester’s 
**men of steel’’? 


ne Be 



























EHIND every Winchester Shotgun and Rifle 
stand men with a profound knowledge of 
steel. Winchester, for instance, was a pioneer 
in the development of alloy steels. We used 
and advocated these alloys even before they were 
considered by the United States Government 
and many years before they were adopted to 
provide safety, strength and lightness in the 
modern automobile. Winchester also developed 
the heat treatment of steel while other manufac- 
turers were still case hardening their products 
and Winchester steel laboratories today are still 
well in the forefront of advancement. New 
alloys and new treatments are constantly being 
tested to improve, if possible, old methods and 
to anticipate and meet all needs of modern 
shooters. 












Every lot of steel in daily use is also tested— 
both physically and chemically—and the labora- 
tories devoted to this purpose are the only gate- 
way through which steel of any kind can enter 
the Winchester plant. This knowledge and con- 
trol of steel is but one of many factors which 
enable us to stamp each finished firearm with 
“Winchester Proof”’—the mark of aristocracy 
in gun making. 


WINCHESTER REPEATING ARMS CO. 
New Haven, Conn., U. S. A. 


New York Office and Display Room 
312 Broadway 
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No. 401—The finest saw in the 
world, bar none; straight back, 
ship pattern, or regular width, 
light weight, mirror polish, fitted 
with the Atkins Improved Per- 
fection Handle. 








No. 53—A popular price saw, 


Damaskeen polish, skew back, 
ship pattern or regular width, 
equipped with Atkins Improved 
Perfection Handle, prevents wrist 
strain. 








NEST OF SAWS—No carpen- 
ter’s kit is complete without 
them; a very useful assortment; 
stock a few and make more saw 
sales. 





ATKINS TROWEL NO. 3—“See 
the hump,” preferred by plaster- 
ers because it is the best value 
for the money. 





A practical tool, exclusive offset 
feature saves knuckles, made of 
SILVER STEEL; holds edge a 
tong time. Get prices for spring 
delivery. 





SILVER 
STEEL 


Get Ready for the 
Big Spring Business 
on Saws and Tools 


Atkins “SILVER STEEL” Saws and 
Tools are the best that skill and 
brains can produce. They possess 
the QUALITY that pays every job- 
ber and dealer a profit. 


The Big Building 
Program This Year Bene- 
fits the Independent 
Dealer 


Be prepared to take advantage of 
the advertising we are doing in gen- 
eral magazines, reaching millions of 
consumers every month. This means 
there will be a big demand for 
Atkins SILVER STEEL Saws, Saw 
Tools, Saw Specialties, Hack Saw 
Blades, Files, Trowels, and in fact 
the complete Atkins line. 


The latest Atkins Cata- 
log is now ready for 
distribution; ask for 
yours. 





402 SOUTH ILLINOIS ST. INDIANAPOLIS, IND. 





Jv if 
ESTABLISHED 1857 THE SILVER STEEL SAW PEOPLE 
Home Office and Factory, INDIANAPOLIS, IND. 

Canadian Factory, Hamilton, Ontario 
Machine Knife Factory, Lancaster, N. Y. 
Branches Carrying Complete Stocks in the Following Cities: 


Atlanta New Orleans San Francisco 
Memphis New York City Seattle 

Chicago Portland, Ore. Paris, France 
Minneapolis Vancouver, B. C. 


ATKINS 














No. 65—Here is a dandy saw for 
expert carpenters. Straight back, 
ship pattern, or regular width, 
equipped with regulation Perfec- 
tion Handle. 








No. 51—Skew back, narrow ship 
pattern or regular width; old 
time carpenters like this wonder- 
ful saw; block style handle. 








HACK SAW FRAME NO. 10— 
Hard rubber handle; fits the 
largest hand; cold rolled nickeled 
and polished frame; adjustable; 
get a few for your best trade. 





THE “SILVER STEEL” 


NEW 
HACK SAW BLADE has taken 
first place in the sale of blades; 
get our silent salesman display 
free with a small order. 


| A | 


FILES, the “SILVER STEEL” 
Brand, takes its place at the head 
of the list. There are none bet- 
ter. Ask for file chart—free. 
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In This Issue 


| genes AGE presents 
with this issue another 
of the ever popular paint de- 
partments. It carries eight 
pages of the most helpful in- 
formation for the hardware 
merchant carrying paint and 
painters’ supplies. In addition 
to this feature there are impor- 
tant articles by outstanding 
writers in the hardware field. 
Llew S. Soule, Saunders Nor- 
vell, Floyd W. Parsons, C. J. 
Whipple, Joseph Bertram 
Jownitt and staff writers all con- 
tribute to make an exceptionally 
interesting issue. 

February 7th issue of HArp- 
WARE AGE will be the Spring 
Buying number. Watch for it. 


What They Say About Us— 


I value Harpware AGE very 
highly. In fact, out of all the mag- 
azines I subscribe for, I get more 
valuable information. out of the 
HarpwareE AGE than any other 
magazine. 

I am opening up a new hardware 
store in Claxton, after the first of 
the year and have gotten lots of in- 
formation out of your paper. 

(Signed) W. D. PERKINS, 
Claxton, Ga. 


I would not be without the Harp- 
WARE AGE as it always has some 
valuable information for people in- 
terested in any way in the hardware 
line. 


(Signed) W. P. CopeLann, 
Cincinnati, Ohio. 
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A. E. KELLOGG 
of The Shanty Company, 
Cleveland, Ohio 


EAD the experience of A. E. Kellogg, of 
The Shanty Company, Cleveland. 


We have found Mansfield Tires give our custom- 
_ers many more miles than any tire we have ever 
‘ handled. The extra heavy non-skid tread is so 

designed as not only to give the necessary non- 

skid qualities but unbeatable traction. 


The quality of the cotton used in the cords is 
obviously second to none and the rubber used 
in the tread retains life during its long wear- 
ing period. 

We have equipped several Police cars in this 
city and tires on these cars are put to the severest 





DOUBL 














SFIELD 


Ss 


“One third 





more mileage” 


How would your 
customers like that? 


test. Under these conditions Mansfields give one- 
third more mileage than any tirethey haveeverused. 


Countless other Mansfield dealers will tell 
you the same thing. Wonderful tires—de- 
lighted customers—growing business. 


And—a liberal franchise that means a sub- 
stantial profit on every tire you sell. 


If that kind of a proposition looks good to 
you, write us for details. 


THE MANSFIELD TIRE & RUBBER CO. 
Mansfield, Ohio 


mS ERVICE 
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WINDS 


By Liew S. SOuLE 


BE 





More Cooperation and Less Internal Competition 


HERE are too many people “buying at whole- 

sale” in the United States; people who are buy- 

ing merchandise for themselves or their friends, 
and not for resale. This type of wholesale buying is a 
greater menace to the independent retail merchant than 
are the chain stores, because the type of merchandise 
involved is not handled by the chains. It is the quality 
merchandise; the kind on which the retailer depends 
for reputation and profit. 


Often the excuse is made that the purchasers are 
“big order” buyers, who cannot be satisfactorily served 
by the local merchants. There may be a grain of 
truth in that argument as applied to some cases, but 
we wonder if the right kind of service to the merchant 
would not put him in position to satisfactorily serve 
those same “big order” buyers. 


The sales to which we particularly refer, however, 
are not made to quantity buyers. Thousands of men 
who buy only the ordinary quantities are receiving the 
privilege of wholesale prices; men in the regular 
walks of life, who have no right, moral or otherwise, 
to get preferential prices. These sales are not only 
depriving legitimate retailers of sales volume and 
profit, but they are undermining the confidence of the 
public in him, as a merchant. They are influencing 
people to regard him as a profiteer, and to place their 
business with other avenues of distribution. 


There is a’ letter before me as I write, in which a 
retail hardware merchant places the matter of con- 
sumers buying at wholesale, as one of his gravest 
problems. He says: “Recently the owner of an 
apartment house bought, at wholesale, every item used 
in the building and every piece of furniture that went 
into it. This included lighting fixtures, ranges and 
refrigerators, as well as carpets, rugs, beds, chairs and 
other equipment.” Does the ownership of an apart- 
ment qualify a man to buy at wholesale? Does it 
automatically list him as a retail merchant? 


The letter goes on to say: “I know a lawyer, a 


doctor, a railway conductor and a policeman who buy 
at wholesale prices.” What is there about law, medi- 
cine, railroading or police work that entitles men to 
special buying privileges? Perhaps the small boy’s 
ambition to be a conductor or a policeman is based on 
real intuition. 


Then there is the matter of towns and municipalities 
buying at better than wholesale prices. Such cases 
take an even greater blow at the local dealer’s pres- 
tige. In the reaction which follows, the jobber and 
the manufacturer suffer as well as the merchant. 


But that isn’t all. Everywhere there are purchas- 
ing agents for large firms, who do not confine their 
purchases to their company’s needs. They buy in 
retail quantities at wholesale prices, anything and 
everything they or their fellow employees want or 
need. Often they go still further afield and buy for 
their neighbors and friends, and their friends’ friends. 
There may be a plausible reason for selling the large 
firm its own requirements, but certainly that reason 
does not include every Tom, Dick and Harry who has 
even a remote acquaintanceship with the firm. 


The system of distribution which the independent 
merchant represents, has enough competition on its 
hands without competing with itself. If the independ- 
ent merchant is to remain in business and prosper, he 
must at least have the strictly retail trade which comes 
to the independent channel. Unless he can be assured 
of that, he is seriously handicapped. 


The present competitive problem is a joint problem 
in which manufacturers and wholesalers, as well as 
retailers, are interested. Unless the independent retail 
merchant prospers, the jobbers cannot hope to pros- 
per; unless the retailer and jobber prosper, the manu- 
facturer who uses the independent channel of distribu- 
tion cannot prosper. 

What the hardware industry needs at the present 


time is more real cooperation and less internal com- 
petition. The woods are already full of competitors. 


sinh 


Minko 
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Retail Hardware Salesmen Receive $100, $50 and 
$25 in Cash Awards from HARDWARE AGE 
for Three Best Letters. 


Response to the announcements of the Clerks 
Contest sponsored by HARDWARE AGE was 
so heavy it has. taken the judges three weeks to 
select the winners for the three cash awards. 
All of the letters submitted were interesting and 
very illuminating, making it extremely difficult 
for the judges to allot the awards. 


Estill Meek, employed by Cloverdale Hardware & Lumber Co., 
Cloverdale, Ind., received the Grand Prize of $100 in cash. The 
second prize of $50 in cash goes to Harold Stevens of the Valen- 
tine Hardware Co., Boulder, Colo., and third prize of $25 has been 
won by Arthur S. Evans, a retail salesman with H. P. Aikman, 
Cazenovia, N. Y. 


This contest was open to all retail hardware salesmen, 
who were invited to submit letters from Nov. 8 to Dec. 
30, 1928. 


personal choice providing it pertained to the retail hard- 


The subject of the letter was a matter of 


ware business. 


Winning Letters Will Appear in Full Next Week 
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The extensive paint department of the W. W. Conde Hardware Co., Watertown, 
N. Y., which has become the largest department of the store 


The Largest Department in 
this Fifty-Year-Old Store is 


PAINT... 


A. W. JOHNSTON 


Manager of the Conde 
paint department at 


Watertown, N. Y. 


Stock Added After War as a Volume Builder Quickly Jumps 


to Leadership as Result of Modern Merchandising Methods 


of the W. W. Condé Hardware Co. of Watertown, 
N. Y., was added to the activities of that firm because 
an emergency existed. This firm, which recently cele- 
brated its fiftieth anniversary, was called upon to expand 
greatly during the war period to supply tools and other 
materials for the war activities in the Watertown district. 

When peace came, Harold Condé, the president, real- 
ized that he must do one of two things—reduce his or- 
ganization for a smaller volume, or add lines to replace 
the lost volume. 

He chose the latter plan, and when A. Wilfred John- 
ston, a former valued employee of the firm returned 
from army service in France, he was selected to open a 
paint department. The Condé management had long 
been considering a paint department, but before the 
war paint had been distributed through other channels 
in this section. The necessary changes in business fol- 
lowing the changing commercial conditions found many 
hardware stores ready for paint departments. 

Much study had been given to the subject and the 
lines to be handled were carefully selected. Decision 
was made to sell paint both at wholesale and retail. Mr. 
Johnston was able to take hold immediately, as he was 


Pirin which now constitutes the largest department 





entirely familiar with Condé methods. 
He, like most other employees, had been 
engaged -by W. W. Condé, founder of 
the business, who held that the best way to build an or- 
ganization was to “catch them young and train them 
your way.” Mr. Johnston was employed as an errand 
boy at the age of 18. The only interruption to his em- 
ployment was when he volunteered for war service and 
went to France and Germany with the U. S. Engineers. 
After organizing his retail business, Mr. Johnston went 
“on the road” to get dealer outlets for his line. The 
possibilities of Duco as an attention and trade winner 
appealed strongly to him, and he was one of the first, if 
not the first, in this section to organize demonstrations. 

He employed a young woman with good color sense 
to show other women how to paint small decorative ob- 
jects. In addition to her work in the Watertown store, 
she visited stores of other retailers and decorated thou- 
sands of vases and other shelf decorations and small ar- 
ticles of furniture for which the women of the various 
communities bought the lacquer. 

This new decorative art caught on in the Condé trade 
territory and sales of the regular lines of paint followed, 


and many of the small town stores, like the Condé com- 


pany, have found paint to be the largest department of 


their business. 
(Continued on page 94) 
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HE stencil is an effective medi- 

um of decoration and requires, 

in addition to its use, various 

paint colors, and shellac for the finish- 
ing coat 


A bright print on a red or black 
background lends colorful interest to 
the tin waste paper basket shown be- 
low. The print will need a coat of 
shellac to insure its adherence, in ad- 
dition to the paint underneath 







The Merchant Who Wins a Woman's Confidence by Helping Her 


Popularize 









to Beautify Her Home in Winter Will Be Uppermost in Her Mind 


ET the “power of suggestion” work profits for you 
—and it will through the use of attractive demon- 
stration. Where one person might be creative 

enough to evolve a charming serving tray out of an other- 

wise cheap tin one, nine others would never think of it 
without visual suggestion. And, by this same trend 
many probably doubt the feasibility of painting furni- 
ture successfully until they are inspired by the achieve- 
ment of a neighbor or the display of a finished product. 

Obviously it is to the advantage 
of any dealer in hardware to display 
his merchandise seasonally—to show 
screens in the summer—ice skates 
in the winter, but with a profitable 
non-seasonable commodity like 
paint, there must be an all-year- 
around stimulus. 

While cans of paint themselves 
may serve as reminders that the 
back porch needs a coat of protec- 
tion, or the walls refinishing, it is 
unlikely that the little items which 
eventually count up so much will 
suggest themselves without the idea 
being implanted through the power 
of their own intimating presence. 

There are undoubtedly countless 
people who have never heard of a 
decalcomania trim—used for deco- 
ration over a painted object—and 
the decalcomania, of course, requires a coat of shellac to 
insure a perfect finish, in addition to the fresh paint nec- 
essary before the trim is applied. A waste-paper basket, 
then, decorated in this fashion, or a piece of painted 
furniture trimmed thusly will not only sell the decalco- 
mania, but the paint that sets it off on the object deco- 
rated, and the shellac that must necessarily protect it. 

The stencil, too, is an effective medium of decoration 
and requires paint as well as a stencil pattern to produce 
the finished job. And the stencil is not limited to use 





Ovington Bros. 





When the House Needs Painting in the Spring 








on lamp-shades or scrap baskets, but can be used with 
great success on walls, floors, furniture and endless 
objects of decorative merit about a house. A display 
then and a simple explanation of the ease with which the 
transferring work may be done can be to no end prof- 
itable. 

New book-ends, vases, trays and furniture are not 
required for this work. There are in every household 
dozens of objects that were bought for utility rather 
than for decorative value that have 
become positively dull and uninter- 
esting through use. The merchant 
who will display some of these re- 
decorated articles will remind wo- 
men and men that the dull days and 
long evenings of February are fine 
for such work. 

Take, for instance, two book 
ends. Leave one worn and dull. 
Paint the other and with antiqueing 
liquid give it a dull, mellow finish. 
Then put a rich color print over the 
broad end and give it a shellac pro- 
tective coat. Place these book-ends 
in the window with the material for 
the undecorated one at hand. Such 
a display will have two attractions: 
first, the desire of the observer to 
own beautiful things; second, the 
desire of the average person to do 
beautiful things with their own hands. 

The same is true of the painted furniture also shown 
here. In the worn or unfinished state, to the unim- 
aginative it had no lure—nor possibilities. Finished, 
however, in attractive colors, with a decalcomania deco- 
ration in harmonizing colors, it is proof to the wary of 
what can be done, and an incentive to make a try. 

These are but a few suggestions here of some of the 
present-day necessities in the modern household. Other 
things that are sold by the hardware dealer and which 
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e| Decorative Painting in February 


would be much the better for a coat of paint color— 
such as hanging bookshelves, flower pots, stepladders, 
etc.—can create a demand for themselves if displayed as 
attractive reminders. 

Small objects, too, that are infinitely improved because 
of a coat of paint and a minor decoration will justify 
extensive display by the workings they have on the 
imagination—and the desire for possession they are 
sure to implant in the average shopper. More so per- 
haps than a finished object that is ready for sale, since 
most of us like to feel that we can create an artistic 
household accessory, even though we never would have 
thought of it hadn’t it suggested itself by its colorful 
desirability. 

There are very definite reasons why indoor painting 
should be done during the cold season, and these should 
be set forth. Also the quick-drying qualities of lacquers 
should be repeated. The merchant who pleases a 
woman with paint 
for properly deco- 
rating her flower 
stand and pots in 
winter will be up- 
permost in her mind 
when the house 
painting job is con- 
sidered in the 
spring. 

Necessary to 
this promotion is a 
stock of decalco- 
manias, stencils, 
shellac, the right 
kind of brushes 
and other tools and 
a sympathy with 
this sort of decora- 
tion. Stocks of 
stencils and similar 
equipment need not 
be large, for manu- 
facturers of these 
articles make up 
stock selections for 
merchants and 
through their ex- 
perience with aver- 
age sales, they 
know what is like- 
ly to sell. In many 
cases an exchange 
basis is worked out 
for patterns that 
do not sell in your 
community if the 
stock is well cared 
for. The wise 
merchant always 
tries out some of 
these novelties 
himself before 
offering to sell 
them. 





N an unfinished state this furniture has little 
lure, but painted in color and trimmed with 
a decalcomania, it stimulates the interest of 

the amateur painter 


A decalcomania decoration on a piece of painted 

or stained furniture will not only sell the decal- 

comania but the paint that sets it off and the 
shellac that must necessarily protect it 


A piece of furniture, painted and decorated at- 
tractively, is proof to the wary of what can be 
done, and is an incentive to try 
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Paint Retaiinc Needs More 
THINKING 


Merchants Should Back Up Their Material Investments With 
Proper Study of How to Display and Sell Stocks 


RAINED observers recently presented themselves 

at paint counters in 178 retail stores as customers. 

In each case the shopper graded these stores on 
ten points, and the average of all grades was 74 per 
cent efficiency as to what a customer may reasonably 
expect. 

On the ten points the grades run from 91 per cent 
down to 61. The highest grade was given on “appar- 
ent adequacy of paint stock, considering size and type 
of store.” The next highest grade, 83, was on “desir- 
ability of location and neighborhood, considering size 
and type of store.” 

The lowest grade, 61 per cent, was on “orderliness 
and attention value of paint display.” The next lowest 
grade was on “general attracting qualities of window 
display.” 

Study of these points and the grades accorded the 
stores indicates very strongly that the merchant who 
retails paint (and a great many of these are hardware 
merchants) is doing well those things which he can do 
with money, but he is not doing so well those things 
which require thinking and attention and to what might 
be considered inconsequential details; but which are the 
only means he has of realizing adequately on his lib- 
eral investment. 

This inquiry as to present methods of retailing paint 
was made in connection with the preparation of a course 
of instruction that would be helpful to those engaged 
in the retailing of paint by the Save-the-Surface cam- 
paign. The shoppers were employed by the Business 
Training Corporation, and were experienced in this sort 
of investigation. There was no effort to find fault, nor 
to compare every dealer with perfection—if such a re- 
tailer exists. The objective was to ascertain on what 
points the retailer could be helped to do a better job. 

Complete interviews covering all points were obtained 
with 86 owners of stores of various size in communi- 
ties running from semi-rural to metropolitan. The fol- 
lowing comments are an analysis of these interviews: 

In the majority of cases the dealer had the opinion 


that the opportunity for profits today is better than it 
has been because of the increasing market and the trend 
toward higher grade paint. 

Only in a few cases did the interviewers find evidence 
of a definite policy on the part of the dealer to train 
salesmen. 

Nine out of ten dealers agree that a study of applied 
salesmanship would be of great benefit to retail sales- 
men. 

It was almost universally agreed that retail paint sales- 
men are not as well informed as they should be about 
the products they handle. 

The prevailing vogue for bright and smart colors has 
evidently caught many dealers and their salesmen un- 
prepared to advise on color harmony. Eighty-three per 
cent of the dealers with whom this topic was discussed 
indicated plainly that they were afraid of the subject. 

The interviewers found that 78 per cent of the dealers 
use the gallons per square foot rule in estimating paint 
quantities. Only 41 per cent make it a rule to consider 
the condition of the surface before estimating. 

Only a small minority of the dealers make it a regu- 
lar practice to inquire for what purpose customers intend 
using paint, and the condition of the surface to be 
painted,-and who is going to do the job. 

So far as the dealer is concerned, his most effective 
selling points are quality, suitability and protection. 

So far as handling price objections is concerned, 27 
per cent of the dealers stand by their price without at- 
tempting to justitfy it—47 per cent suggest a cheaper 
paint immediately; 73 per cent justify the price by 
quality—14 per cent justify the price in advance by talk- 
ing benefits. These percentages do not total 100 per 
cent, because one dealer may have two or three prac- 
tices. 

Approximately 30 per cent of the dealers interviewed 
were concerned with tactics employed by cut-rate stores. 
The remaining 70 per cent are meeting this competition 
and are not particularly worried. (Continued on page 93) 


1—Apparent adequacy of paint stock, 
considering size and type of store. 

2—Desirability of location and 

neighborhood, considering size and 
type of establishment. 

3—Condition of paint stock. 

4—Appearance of paint on outside 

of building. 
5—General appearance inside. 
6—First impression created on en- 
trance. 
7—Apparent practice in regard to 
advising and helping customers. 
8—Apparent practice in regard to 
determining the customer’s exact paint 
needs. 
9—Attention attracting qualities of 
window display. 
10—Orderliness and attention value 
of paint display. 
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Modernizing 


a Run-Down House 


MEANS GOOD SALES 


Perhaps the Customer Who Is 
Talking of Paint Really Needs 
Much Other. Merchandise from 
Stock 


Your 


HE illustrations on this page are photographs of 
a house in Topeka, Kan., before and after $1,823 


was spent in improvements. The house was vacant 
and was sold by an investment company at practically 
the price of the lot. The buyer concluded not to de- 
stroy the house, but to modernize it. By judicious ex- 
penditure, a good portion of which went to the hardware 
trade, he produced the changes shown. 

The house was apparently a wreck and vacant. To- 
day it is a comfortable home and rented. In every way 
the venture is an economic one. 

The house had no cellar, so it was raised, a cellar dug 
and a new foundation built. A closet was made into a 
bathroom. A two-room sleeping porch was added at the 


A good share of the $1,823 spent on modernizing this 
house in Topeka, Kan., went to the hardware store 











rear. The walls were replastered and redecorated. New 
floors were laid and new sash, doors and trim added. 
Porches were replaced. 

Many merchants have testified that the best thing a 
merchant can do when he is asked to discuss the painting 
of a house is to drive around and look at the building, so 
that he will know of its condition, which is a considerable 
factor in the amount of paint required, and so that he can 
suggest, perhaps, the painting of outbuildings. These 
suggestions are made strictly on a basis of paint sales. 

There are many other reasons why a hardware mer- 
chant should, whenever possible, view the building. These 
concern the possibilities of doing the house owner a real 
service in suggesting improvements to put the buildings 
in proper condition to paint. 

Even if this service results in only the sale of some 
inconsequential items, the visit has not been wasted. The 
hardware merchant who makes such calls will find that 
the customer will appreciate any such interest in his af- 
fairs and will be glad of practical suggestions. 

One rather usual result of such visits is, however, sale 
of builders’ hardware. Few people realize how much 
floor and window hardware, inside and out, mean to the 
general effect of the home. If the dealer sells outdoor 
light brackets or lanterns, he can often add several of 
these to the extras. If he can, however, convince the 
home owner that modernization is the proper thing for 
his home, he has made quite a good sale. This work is 
being promoted by the Home Modernizing Bureau, 228 
LaSalle Street, Chicago, who supplied the photos and 
records quoted here. 


DETAILED MODERNIZING COSTS 


Excavation 
Concrete 


Building Tile 
Roofing 
Plumbing 

Pipe 

Lighting Fixtures 
Electrical Wiring 
Plastering 


Painting (Exterior) 
Painting (Interior) 
Decorating 


Trim, Sash and Stairwork 
Hardware 
Glazing 
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et February Boost Spring I rade 


Merchant Can Help Himself and the Housewife by Planning for 
Redecorating the Home in Advance of the Busy Season 


ORE and more paint merchants are using Feb- 
ruary as the month in which to build up the 
spring trade by interesting women in paint, par- 

ticularly in the line of paint sold by the merchant before 
the rush of spring activity. 

This is done most effectively by persuading the house- 
wife to start consideration of her painting plans during 
the coldest and dullest month of the year; the season 
when she has the most time to experiment and study, 
and when she can get the most help from the men folk. 
Golf and other outdoor sports are not interfering; in- 
door athletics, movies, skating, bridge, etc., are not every 
night amusements. The opportunity is wide open to get 
the spring color scheme of the house considered along 
with the seed catalogs. 


On this page are shown two excellent—although very 
different—window displays for February; if there is 
added to each a few seasonable showcards. The men 
who planned these displays used different routes to reach 
the same destination—that of interesting women in in- 
terior decoration. 

Interior decoration can and should be made a part of 
the general plan of painting everything on the place— 
even the garage and car. Every woman who buys a 
small can of paint during the cold months should be re- 
minded of this fact. The showcards in the window can 
suggest this, along with the suggestion that later, when 
the great out-of-doors is calling and the house cleaning 
season comes, those women who did some redecorating 

(Continued on page 92) 
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This Tuttle Bros. window illustrates an effective use of manufacturer’s helps. 
sure to attract and sell 


The colored cards and merchandise are 


Getting the Most from Dealer Helps 


Two Prosperous Merchants Tell How Manufacturer's Literature 


UTTLE BROTHERS, hardware dealers of West- 
field, N. J., depend upon the manufacturer’s win- 
dow trims to sell paint via show windows. You 

will note in the window shown here there are more dis- 

play units than paint cans. This is because Tuttle 

Brothers believe that the dealer helps produced by the 

manufacturer’s highly paid experts can tell a sales story 

more effectively than by paint cans standing alone. 

“In some stores,” said W. I. Fenner, display manager 
for this firm, “the manufacturers’ window posters and 
display cards are thrown in a corner or left to accu- 
mulate dust in the back room, when they should be sell- 
ing goods behind the front windowpane. It would cost 
a hardware dealer thousands of dollars to duplicate the 
sales-coaxing advertising matter given him for the 
asking. 

Large Sums for Dealers’ Helps 


“In some cases, the manufacturers pay as much as 
$1,500 for the original drawing from which a window 
poster is made. Then, too, these trims are all highly 
colored, and as women particularly are color conscious 
today such displays quickly catch their eyes, and statistics 
show that for retail merchandise the female spends more 
specie than the male.” 

Other dealer helps such as counter cards, electrotypes, 
floor displays and mailing pieces are also sales-builders. 
Hardware dealers who use the paint manufacturers’ cuts 
in advertising material contend that they increase sales. 
For example, E. Dembitz of Bergenfield, N. J., says 
that he noticed at least a 25 per certt increase in returns 
on newspaper advertising after he started using the 
paint manufacturer’s cuts in his copy. 

And as for mailing pieces printed by the manufac- 
turers, they are also paint sellers, but some dealers 
leave this literature on their counters, trusting to luck 


and Posters Have Added to Paint Volume 


that someone will pick it up. Hardware merchants who 
mail out this material report favorably on the results 
obtained. 

Take Ludlow & Squier, 97 Market Street, Newark, 
N. J., one of the largest hardware firms in the State. 
In March, 1927, the management mailed 8000 manu fac- 
turers’ mailing pieces on paint and duplicated this mail- 
ing in August, 1927, March, 1928, and August 1928. 

In the interim, all monthly statements sent to cus- 
tomers included paint literature supplied by the pro- 
ducer. 

The result ? 

Paint sales in 1928 DOUBLED those of 1927. 

There are more than 30,000 people passing this store 
daily, so this indicates that Ludlow & Squier do consid- 
erable business and any agency that can double their 
paint volume in one year must possess tremendous sales- 
pulling power. Window displays, of course, were tied 
up with the mailing campaign. These trims also featured 
the paint manufacturer’s decorative material. 


Helps Are Real Salesmen 


James Lindsley, the display manager of this store, says: 
“The window trims, floor displays and mailing literature 
supplied by paint manufacturers are excellent silent 
salesmen, and the hardware dealer who handles them in- 
telligently will find that they help paint sales without 
increasing the payroll one cent.” 

And Mr. Lindsley makes another suggestion: “Use 
uniform price cards,” he says, “not only in show win- 
dows but on sales floors. The dealer who scribbles a 
price on any piece of cardboard handy will find that this 
has a negative effect on sales because it puts a poor 
finish on your display job. Uniform price cards, neatly 


lettered within colored borders will tone up your sales 
appeal.” 
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Die-Cut Sheffield Stencils 


The Sheffield Bronze Powder Co., 2573 
East Fifty-fifth Street, Cleveland, Ohio, is 
manufacturing a set of die-cut decorative 
stencils. 

These stencils are beautifully designed 






and are made to sell at popular prices. 
Each stencil has a special “supporting 
shoulder” that tends to eliminate smudging. 


. Dit CuT Y 
* DECORATIVE % 
STENCILS 


ey 





The stencils can be used on walls, furni- 
ture, lamp or window shades. 
The stencils are packed in a handy box. 





C. E. Millard, a well-known poster artist, 
has designed the new and elaborate display 
for the National Clean Up and Paint Up 
Campaign Bureau. 

It shows painters at work, both out- 
side and inside the house and on an auto- 
mobile. A carpenter is shown on the roof, 





and gardening is suggested by a young 
woman with a trowel. 

The display, which is approximately 54 
in. wide and 35% in. high when fully ex- 
tended, may be adjusted to fit almost any 





A counter display is also available. 


This reproduction is of one of the at- 
tractive paint displays found in the illus- 


trated booklet on model window trims 
issued by the Geo. Worthington Co., 
Cleveland, Ohio. 

This whclesale house is sponsoring 





Geo. Worthington Co.’s Model Paint Display 


window. The movable panel shown above 


Latest Clean Up and Paint Up Poster 








the roof may be imprinted and the dis- 
play may be illuminated by drawing a bulb 
through the opening provided and placing 
it behind merchandise, in front or flanking 
the lower portion of this attractive dis- 
play. 

















CJor th 


@e iiss 


Beautiful 








This new display, made by the silk screen 
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process in eleven brilliant colors, is being 
sold at cost, without profit, by the National 
Clean Up and Paint Up Bureau, 310 East 
Forty-fifth Street, New York City, from 
whom further details and price may be 















cbtained on request. 








“better window trims” among the retail 
trade, and to further this movement the 
Worthington salesmen carry a_ photo- 
graphic booklet illustrating the many pos- 
| sibilities in inexpensive backgrounds and 
| hardware displays for the trade. 












New Eagle Flatting Oil 


The Eagle-Picher Lead Co., 134 North 
LaSalle Street, Chicago, Ill., has placed on 
the market a flatting oil to be used with 
Eagle white lead. 

Eagle Flatting Oil is for all types of 
interior painting and readily lends itself 
to the many attractive finishes so much 
in vogue to-day. It dries with a gloss- 

















less finish, is clear amber in color, shows 
no brush marks, blends well, works 
smoothly, and can be easily washed. 

Eagle Flatting Oil is packed in quart, 
gallon, and five-gallon containers. The 
quart can comes 12 to a carton. The five- 
gallon drum is 24-gage steel, shipped with- 
out crating. 

All packages resemble Eagle white lead 
kegs and are equipped with “Upressit” 
caps. 
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Everybody’s 


Business 
e 
By Floyd W. Parsons 


& 


The World’s 
Largest 


HAT an age! Photographs by radio. Machines 

that think. Lights that pierce fog. Gas made from 

water. Vending machines to replace salesmen. 
Horns that can be heard 40 miles. Beacons that are visi- 
ble 250 miles. Crewless trains, and five-million volt guns 
built to smash atoms. 

Locomotives that pull trains two miles in length. Street 
lights controlled by clocks. Cameras that record the path 
of lightning bolts. Electric shovels that lift 24 tons. Elec- 
tric lamps of 50,000 watts, and invisible motion-picture 
apparatus to catch burglars. 

Machines to measure the smoothness of roads, record 
nature of accidents, strip telephone cables, put news in 
type direct from wire, administer an anaesthetic, trans- 
cribe phone calls, shoot cement, bury power wires, and re- 
pair stockings. 

Devices that will measure the billionth of an inch, reg- 
ister earth tremors, freeze fire, identify delicate color tints, 
grade cotton, control entire systems of traffic lights, pro- 
vide secrecy in radio speech, exert pressures so enormous 
as to render possible the manufacture of diamonds, and 
that will hear light and see sound. 

Such are the developments of this astounding era. The 
list of modern marvels is practically endless. It is no 
wonder that the popular imagination has been fired, and 
that people of all classes are endeavoring to acquire shares 
of ownership in the accomplishments of tomorrow. It is 
not strange that dealings in hope and romance have been 
increased to the point of frenzy. 

It is only natural that America should be imbued with 
a childlike faith in its unalterable destiny. The World 
War disclosed to all nations the vastness of our resources 
and the inherent strength of our machine civilization. It 
proved how strategic is our isolated position and gave us 
confidence in the permanence of our growth and prosperity. 

Pressing problems and world friction are regarded with 
calm assurance. Restlessness in Italy, discontent in Ger- 
many, turmoil in the Orient, suspicion in the Balkans and 
imperialistic ambitions in Russia are viewed without alarm, 
such difficulties being considered an ever-present outcome 
of the Old-World system. Our advances have gone on 
apace while foreign critics have condemned our attitude 
and scolded our policies. 


Intellectuals throughout the earth are trying to peer 
into the future. About the only thing that seems clearly 
outlined is the rapidity of change brought on by the 
mechanization of our western civilization. At the moment 
we are confronted by a minimum of disturbing factors. 
The antagonism between socialism and capitalism has been 
reduced to a fraction of its former intensity. Agricultural 
and industrial interests are attempting to understand each 
other. There is wide acceptance of the idea that big 
business is a desirable thing. Mass everything is the 
order of the day. 

We have had ages of stone, bronze, iron, steam and 
electricity, but no one has yet coined a word to describe 
accurately the present era. Doubtless many would prefer 
to call this the age of materialism because our life is 
founded on power-driven machinery rather than handicraft. 
However, a little thought will shatter the assumption that 
we depart from things spiritual when we automatize agri- 
culture, congregate in great cities, lift beast burdens from 
the shoulders of mankind and banish superstition and 
mystery. 

The peoples of older civilizations gave us very few 
philosophies that will bear the scrutiny of modern analysis. 
The common tendency was to suppress the intellectual 
longings of mankind. Most of the elder religions opposed 
the spread of knowledge. Credulity was a virtue and 
creative doubt a major sin. It was chiefly lust for wealth 
that sent Columbus on his voyage overseas and that caused 
the Spanish Sovereign to finance the venture. Must we 
turn for spiritual guidance to the East where until recently 
they tolerated the cremation of widows, bound the feet of 
women and even yet maintain the most insidious of all 
practices—the caste-system. 

Each American has in his possession the power of 30 
mechanical slaves. Where would there be any moral gain 
in changing places with the Chinaman who has at his 
command less than one mechanical slave? It is our techno- 
logical civilization that is now transforming the entire 
earth. Thrift and business enterprise are highly desirable 
attributes so long as they serve to raise the standard of 
living. Large-scale production is a worthy aim so long as 


(Continued on page 95) 
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OU have to leave home to get the news. In my 

recent travels, naturally the mail order houses and 

the chain stores have been the subject of many a 
conversation. 

As I wrote in my last week’s article, the pendulum 
swings to and fro. Jobbers and independent retail mer- 
chants have all been very much stirred up at the advent 
of the retail stores of the mail order houses. I visited 
several cities where these retail stores were in full blos- 
som. I actually visited some of these stores and gave 
them the “once over.” I talked to retail hardware mer- 
chants across the street and on the same block about 
their competition. I talked to many traveling salesmen 
on the same subject. Some of the things that have been 
told me are interesting and I am just going to pass 
them along to you for what they may be worth. 

One retail dealer, near one of these catalog house 
retail stores told me he did not mind their competition 
a bit. His sales had not fallen off since they were 
opened. As a matter of fact, said he, their display of 
the actual goods is doing them harm. The goods them- 
selves do not compare in attractiveness with the won- 
derful descriptions in their catalogs. Now, their cata- 
logs are certainly written up by selling artists. Every 
retail hardware clerk should study these catalogs, just 
to improve his own selling talk. But somehow, when 
the actual goods are seen on the floor of one of their 
stores they do not look any better than similar goods on 
the floor of the retail hardware stores. In a good many 
cases they do not look as good. 

Then, I was told, not only in one place but in several 
places, that the character of the salesmanship in these 
stores is something terrible. They are employing cheap 
men at low wages and they are getting just what they 
are paying for. 

Other dealers told me that their assortments were not 
complete, and that they had an expert with the catalog. 
so that when the regular clerk found they were out of 
certain goods called for by the customer, he would turn 
over the customer to this expert catalog salesman. It 
was his job to sell him the goods from the catalog, to 
secure a deposit on account, to persuade him to buy and 
wait for the goods. It is a very simple matter to imagine 
the effect upon bargain hunting customers when they 
are passed around from one salesman to another in this 
manner. It is easy to imagine the enthusiastic response 
the average buyer will make in having to put down a 
deposit in advance and waiting for the goods to come 
in a few days. 

Another thing that surprised me in my investigations 
was the fact that on many lines, especially heavy and 
bulky items, the retail stores of the mail order houses 
are adding quite a heavy percentage to cover freight 
and handling. In other words, the consumer is not 
getting all of the goods at the catalog price. He is only 
getting part of the goods at the catalog price. 

Then a manufacturer, who is in close touch with the 
mail order houses, as he sells them goods, informed me 
that they were up against a very serious dilemma from 
a sales standpoint. Naturally, handling goods once at 
headquarters and filling orders from there only costs a 
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certain percentage for overhead, expenses, etc. The 
mail order prices in the catalog are based on this per- 
centage of cost. The cost of overhead and expenses is 
figured, the desired profit is added, and so the selling 
price is reached. Long experience has taught the mail 
order house what profit it is necessary to add on the 
various lines, handling the goods in one central point, 
in order to make a certain profit. 

However, when these goods are handled at headquar- 
ters and then in turn reshipped to a retail store, and 
then the overhead and expenses of the retail store are 
added to the same expenses of the headquarters stores, 
it presents a very different picture. The dilemma with 
which the mail order houses are faced is that they are 
now doing business on two entirely different principles. 
One principle is shipping from a central point of dis- 
tribution. The other principle is delivering the goods 
over the counter in retail stores. These two methods of 
doing business are subject to an entirely different line 
of costs for operation. It therefore follows that while 
goods can be sold at catalog prices, when they are dis- 
tributed from a central point, it is plain that the same 
goods cannot be sold profitably over the counter in a 
retail store at the same prices. 

Now the problem before the mail order house is what 
to do. Naturally it would be difficult and cause a lot of 
trouble to advance all the prices in the large catalogs 
that are based on central distribution. On the other hand, 
these prices will not cover the distribution of goods over 
a retail counter. This is a problem with which the mail 
order houses are confronted, and it is a very serious 
one. No doubt all of us will watch with interest to see 
how they work it out. Their first move, in order to meet 
the problem, is to add a percentage to the catalog price 
to cover freight to the retail store. 

Another manufacturer, and one who does not sell to 
mail order houses, tells me that in his travels, he has 
found the jobbers and retailers entirely. too much worked 
up on account of this mail order competition. This 
manufacturer states when the mail order houses have a 
little more experience in the cost of handling their retail 
stores, they will be forced to ask higher prices, and he 
simply suggests that if the jobbing and retail trade 
have a little patience and do not lose their balance and 
serenity, that they will find the competition of these 
houses not nearly as bad as they expected. 

One other manufacturer has called my attention to the 
prices being made by large retailers in some of the 
larger cities. In some of these towns, there are retail 
stores of the mail order houses, and in other towns there 
are not. This manufacturer has collected booklets, 
circulars, handbills and advertisements in the local 
papers, in which goods are quoted by the retail trade in 
these larger cities. The surprising thing to be noted is 
the fact that in almost all of the twenty-five large cities, 
where this research was made, the prices being quoted 
on a number of staple lines by these retailers are actually 
lower than those quoted by the retail stores of the mail 
order houses! It is quite evident that these retailers in 
these large cities do not propose to have their business 
taken away from them. They are not only putting up 
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a good stiff fight for their business, but they are giving 
the new form of competition a little extra competition 
on their own account. 

One manufacturer of a certain line of sporting goods, 
when calling on his jobbing customer, who also conducts 
a retail store, before he entered the front door of the 
wholesale house happened to stop before the show win- 
dow of their retail department, and imagine his surprise 
when he found a whole line of his goods offered at prac- 
tically retailers cost. He took out his memorandum book 
and made notes of the numbers, sizes and prices. 

He went in to see the president of the jobbing housc. 
“Oh, yes,” said this president, “this mail order competi- 
tion is a very bad thing. We have got to look out for 
it.” “But,” said this manufacturer, as he took out his 
memorandum book, “how is it that in the show window 
of your retail store you have a whole lot of my goods 
quoted at prices much less than the mail order houses 
and just about the same prices that your retail customers 
are expected to pay for the same goods? How do you 
explain this?” said the manufacturer to the jobber. 

“Well, well!” said the jobber, “so you stopped and 
looked at the show window of my retail store. You 
are certainly a very keen observer. So you took out 
your memorandum book and made a memorandum of all 
those prices. Well! Well! This shows you do not 
mind going to a good deal of trouble. But just let me 
tell you that this week.we are offering our customers 
certain bargains on sporting goods, and all those goods 
you saw in the window of our retail store are just 
salesmen’s samples that were returned, slightly damaged, 
and are being offered at a special price.” 

“I will bet you $1,000 to $100,” replied this manufac- 
turer, “that none of those goods in that window were 
ever carried over your territory by one of your sales- 
men. I studied the goods. They are absolutely new 
and fresh. Now the plain fact of the case is that just 
because you are a jobber and buy these goods at the 
jobber’s price, you are willing, in order to make a drive, 
to put these goods in your show window at just the same 
prices you expect to sell the same goods to the retail 
trade. It strikes me,” said this manufacturer, “this is 
a very short-sighted policy on your part. In the first 
place, it is not fair to your retail trade. You are taking 
advantage of your jobber’s prices to shut them out of 
the business, and in the next place, you are setting them 
an example in price cutting, which if followed by them 
will simply lead to disastrous results. Besides, that 
for a jobber to use his jobbing cost to take the business 
away from his retail customers is making the retailers 
more determined than ever to buy their goods direct at 
lower prices. In my opinion,” said this manufacturer 
to this jobber, “you are killing the goose that lays the 
golden egg.” 

On my travels, I sat up late one night in a hotel with 
a manufacturer who has worried himself almost to death 
trying to maintain a suggested resale price policy on his 
lines. This manufacturer was nervous and all tired out. 
He confessed to me he was almost at the end of his 
string. He said one would hardly believe the facts, 
unless he knew them to be true. “Here we are with 
our line of goods, trying to give both the jobbers and 
retailers a fair and reasonable profit. We are spending 
a great deal of time and a great deal of labor, and not 
a little money, trying to build up and maintain our sug- 
gested resale price policy. Now,” said this manufac- 
turer, “do you suppose our work is appreciated? Instead 
of that, I am simply bombarded with letters of criticism. 
This dealer and the other wishes to know éf I am sincere. 
It certainly seems to me a very thankless task, but still 





I go on traveling from city to city trying to get the 
trade straightened out.”’ 

Then he continued, “every dealer is afraid he will lose 
a little business. Some of them seem to have but one 
idea, and that is to throw away their profits, or they 
have an idea like the ostrich that buries his head in the 
sand, that they can cover up their tracks, cut prices, 
give private rebates and not be found out. How short- 
sighted are dealers of this class? If they were satisfied 
with their natural business, say 100 per cent, they could 
make a very fair and reasonable profit on their sales, 
but on account of their ambition to add just 10 per cent 
more to their volume, they make concessions on this 
extra 10 per cent, and by making these concessions they 
are willing to risk the danger of pulling down the whole 
price situation on their heads, demoralizing their lines 
and not making any profit whatever. If I did not come 
in contact with this situation every day,” said this manu- 
facturer, “I would almost believe that it was too absurd 
to be true.” 

Then he shook his head wearily and said, “I am all 
tired out. I must go up to bed. Tomorrow I must 
see some more people and do my level best to persuade 
them to make a profit on the goods they buy, and for 
my services, I will have to accept criticism, abuse and 
long tales of woe about what the other fellow is doing.” 

My friend stood up, leaned over and remarked, “You 
know, I often feel like the fellow in the Bible who said, 
‘l wish I had the wings of a dove, so I could fly away 
and forever be at peace.’”’ I had to laugh. I patted him 
on the back and said, “Cheer up, old sport. You get up 
early in the morning and right after breakfast, you take 
those wings of that dove and fly around to your nearest 
customer and give him a good dose of nerve tonic, so 
he will have the courage to stand up and ask his prices.” 

On a certain line of goods I know a manufacturer 
who has been having a quiet research made on the prices 
being made by retail stores in twenty-five of our largest 
cities. He has shown me some of the returns from these 
cities. A number of the largest and best retail dealers 
are selling well known lines absolutely without any 
profit. Even if these retail dealers buy their goods 
at an extra concession, figuring a reasonable overhead 
for the expense of doing business, they cannot make a 
profit. What is the matter with these dealers? Have 
they lost their nerve? If they sell some of the staple 
goods in their line at these prices, goods that run into 
money as fast as their lines do, where are they going 
to find enough other lines at an extra profit to pay the 
expense of doing business? If these dealers cannot 
pay the expense of doing business, how are they com- 
ing out at the end of the year? How will they be able 
to pay rents, wages and taxes? 

The condition of price cutting in some of our largest 
cities just at this time is an exceedingly serious evil in 
the trade. This price cutting, we are thankful to say, 
does not extend so much to the smaller cities, but, of 
course, the entire area around one of the larger cities 
is being affected by this evil of price cutting. What are 
the jobbers doing about it? What are the traveling 
salesmen doing about it? It strikes the writer that it 
is high time that some of these cut price artists be 
awakened from their dream before the red flag of a 
sheriff’s sale is hung on the front door of their stores. 

Now, of course, this article may seem to be radical 
and too drastic. As a matter of fact, it is not. The 
writer has recently visited a number of cities, and he 
has taken the time and trouble to visit and study the 
prices of a number of retail stores. That the prices 
being quoted in many instances are entirely out of 

(Continued on page 92) 
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HE Thick and Thin Roman Alphabet is divided 
into two groups, namely, round and square letters. 
The letters which may be made wholly within a 
perfect circle are C, G, O, Q and S. 


are A, B, D, E, F, H, I, 


quire the additional space of the “thin” stroke. 


To mark out the 
circular letters use a 
common school com- 
pass. To mark out 
the square letters the 
beginner may cut 
two strips of card- 
board, one the width of 
the thick and the other 
the width of the thin, 
black strokes. After 
each square has been 
drawn out, draw a line 
through the center of 
each one, as shown 
through the letter “V” on 
plate ; this will help to get 
each letter properly cen- 
tered. 

In drawing the round 
letters the compass can 
only be used for the out- 
side circle; the inside 
strokes must, of course, 
be drawn by hand. Re- 
member to keep the top 
and bottom of each round 
letter the width of the 
thin strokes. 

The filling-in process 
is done with a larger size 
brush after the outline of 
letter is completed. 

Letters of the Roman 
Alphabet are always made 
with thick and thin lines, 
round, square and angle. 
For instance, the letter 
“OQ” is the key letter to 
all circular letters. The 


capital letter “H” is the 
key letter to all square 
letters. The letter “W” is 
the keyto all angle letters. 

If the reader will study 
the exercise 


strokes 


ABCDEFG 


ABCDEFGHIJK 
LMNOPQRSTUV 


WX DB ABYZ 
567890 88 
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Those. which may 
ies 
U, V, X, Y and Z. The letters M and 
W require a little more space on account of their being 
a combination of two letters. 
bination of two N’s, the letter W is a combination of 
The reader will notice two black upright 
strokes (illustrated on the alphabet plate), one marked 
the letters M and W re- 


The letter M is a com- 
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CHAPTER 1 






shown on bottom line of the alphabet plate, he will 
observe the letters S, O, G, C and Q formed within the 


circle. The capital letters O and S should extend about 
¥ of an inch above and below the horizontal guide lines. 

In outlining the letter O the first stroke is made with 
the point of No. 6 or 8 red sable brush. Dip it in the 
ink and work it to a point on a piece of cardboard. 
Hold the brush between the thumb and first two fingers ; 
all three fingers should be on the metal ferrule. Start 
at the top guide line, bringing stroke number one down 
in one sweep, removing the brush just before touching 
the bottom guide line. Stroke number four is made in 
the same manner only in opposite direction. When the 
complete skeleton, or 
outline, of letter is 
formed, the letter is 
then ready to be 
“filled in.” 

The capital letter 
P is outlined in just 
four basic strokes; the 
small arrows show the 
points or “serifs” which 
finish off the letter. 
When filling in it is best 
to start with a_ small 
brush until the hand be- 
comes accustomed to 
guiding the brush. Some 
in making their first at- 














tempt at show card writ- 
ing think they will not 
succeed because their 
hand shakes. Nearly 








everyone’s hand shakes 
/ in their first attempts. 
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Do not hold brush too 
tightly and go at it bold- 
ly, making stroke as long 
as the arrows indicate on 





























plate. 

The letter “S” will re- 
quire a little more prac- 
tice than some of the 
round letters. The open- 
ing in the top of the let- 
ter S is a trifle smaller 
than at the bottom; if the 
reader will turn the page 
upside down, he will 
note the difference. This 
is done so the letter will 
be more gracefully bal- 
anced. The first stroke 


‘ 
‘ : . st § 
SN at top is made from left 
ee ; to right; the second 


stroke in the same man- 
ner. Stroke number four 
should join at the begin- 
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ning of stroke two and end after one continuous sweep 
of the brush when within % of an inch of the bottom 
guide line. Strokes five and six complete the basic 
strokes, and three and eight complete the skeleton 
formation. 

A proper incline to work upon is essential so the be- 
ginner will get the correct angle, perspective and light. 
The writer suggests a board top be built, portable or 
stationary. This should be about 25 x 30 in. or large 
enough to accommodate a “full sheet,” measuring 22 x 
28 in. If space permits, a top 30 x 40 would be better. 
This should have an incline or slant of about 45 deg. 
Nail a piece of wood about 3 in. wide across the front, 
allowing % in. to protrude above (to hold card from 
sliding off) and nail a piece of wood about 7 in. wide at 
the back ; then nail two strips of wood at each end. If box 
lumber is used it may be covered over with a dark- 
colored oilcloth. The 2-0z. jars of showcard colors are 
the best to work from as these do not take up much room. 
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What Fortune Does 1929 Hold for Our Merchants? 


N the field of general retail distribution, the change 
which 1929 promises is somewhat similar to that which 
we have suggested for the oil industry. During the 

past year we have been having our eyes opened very force- 
fully to the extreme inefficiencies of the multitude of tiny, 
hole-in-the-wall merchants who make so large a part of the 
total number of so-called business men. The commercial 
censuses which have been taken in an experimental way 
in certain cities of the United States have revealed a start- 
ling number of these business hangers-on, whose total sales 
are small, but whose expenses and credit losses are great. 
Besides, there is the economic inefficiency of having this 
multitude of more or less able-bodied men and women giv- 
ing their working years to standing behind a counter, and 
selling less than $50 worth of goods a week. 

The drain on the wholesalers’ fortunes caused by this 
mass of poor retailers has been tolerated largely be- 
cause it was not recognized in its real importance, Our 
knowledge of the situation is still very in complete. It is 





proposed, therefore, to use the next national census to give 
us a national conception of the problem of the inefficient 
small merchant. 

But the wholesalers are not waiting for the national 
census. They are studying and digesting the facts they al- 
ready have. They recognize that their future depends upon 
encouraging the efficient independent merchant; they are 
planning to work with him by discouraging these impossible 
competitors who, nevertheless, divert considerable trade 
from what one might call more legitimate channels. 

Again, we do not expect an overnight change which will 
sweep all these little businesses off the business map. That 
would, indeed, be a catastrophe. The change will come 
slowly, and every opportunity will be given these small one 
and two man storekeepers to become efficient and profitable 
merchants; but, if they can’t make the grade, they will be 
forced to get into some work in which a better living is as- 
sured them. 

—“Business Bulletin,” published by La Salle Extension Universal, Chicago, 
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hat Ails Manufacturing ?* 


By C. J. WHIPPLE 


President Hibbard, Spencer, Bartlett Company, Chicago 


FE. are wholesalers, not manufacturers. 

But we believe it pays the buyer to 

know enough about manufacturing so 
that he can have some idea of how efficiently 
his goods are being produced. Consequently, 
as I get around among the manufacturers in 
various lines with whom we deal, I often get 
a chance to hang up my coat in the office and 
go right out into the shop. 

By no means can I claim to be an authority 
on production. But standing as we do between 
retailer and manufacturer and watching one 
manufacturer succeed where another fails, | 
find it impossible not to come to definite con- 
clusions about certain trends in manufacturing 
today. Some manufacturers have already come 
to the same conclusions and are acting on 
them. Others admit the validity of the facts 
—but only in lines other than their own. “Our 
business is different,” they say. Still others have yet to 
open their eyes to the very existence of influences that 
threaten their continuance as manufacturers. 

What impresses me most is the wide difference in pro- 
duction methods among factories about the country. You 
can go into one shop and see aluminum percolators flow- 
ing in a continuous stream from parts stock room to 
shipping car on an assembly line of the most approved type, 
and at costs that must yield an excellent profit. Right 
around the corner you may find a little shop making pliers, 
or some such staple article, with hardly a piece of ma- 
chinery in the shop more modern than an old hand-fed 
punch press. 

So uniformly that one comes to guess the conditions the 
moment he enters a shop, the factories with modern meth- 
ods are making money and the old fashioned ones are fight- 
ing a slowly losing battle. 

Last summer I visited a small tool factory. It has been 
owned by one family for generations. Except that an 
electric motor now runs the few machines instead of an old- 
fashioned water-wheel, there were few signs that tool- 
making in this particular shop had changed for the last 
hundred years. The tools made here are still forged and 
tempered by hand, put through in small lots, with primi- 
tive makeshift tools which the workmen have in many 
cases rigged up for themselves. The plant makes wonder- 
ful tools—but what is the use of making a good product 
if it costs so much you cannot sell it? 

Everybody has by this time presumably learned the 
“secret” of American high wages. The new technique of 
quantity production, accompanied by standardization, con- 
centration on a limited line and the extensive use of labor- 
saving machinery, have so increased the productivity of 
American workmen that the manufacturer can with profit 
pay wages never before dreamed possible. 

But there are many manufacturers, whole lines of indus- 
try in fact, which have not grasped the significance of this 
new technique as it applies to their own business. 

“Tf,” says the tool man for example, “a big concern 
started to make my line of tools on a large scale by straight- 
line production methods, it might put me out of business. 
But high-quality tools cannot be made that way. There 
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is not the volume to support such large-scale 
production.” 

What such manufacturers fail to see is that 
they compete directly for their workmen, with 
producers who can get anywhere from two 
to a hundred times the production per man 
that they can. How long will that sort of a 
race last? 

Of course, if no manufacturer in a line 
should adopt more modern methods, it might 
be argued that all would be safe, for with all 
producers operating at high cost, the burden 
would simply be passed on to the consumer. 

The argument is a fallacy. There are at 
least three good reasons why it is unsound, 
even granting that no enterprising individual 
decides to throw tradition overboard and cap- 
ture the market on the basis of low costs of 
production. 

In the first place, the argument assumes that volume of 
sales is fixed and cannot be increased. But a decrease in 
price is nearly always followed by the opening of new 
markets and discovery of new uses, so that in the end the 
increased volume yields a greater profit in spite of the re- 
duced price. The mere mention of Ford’s name should 
settle that argument. Aluminum ware is another case in 
point. When aluminum sold at several dollars a pound it 
was a scientific curiosity. Every reduction in price has 
broadened the market for it. 

In the second place, every line competes with every other. 
If rents go up, folks content themselves with smaller apart- 
ments and spend the money where they get more satis- 
faction for their dollars. If prices go too high people 
manage to find substitutes even for such supposed necessi- 
ties as anthracite coal. 

Right now something like this is taking place with 
many of the manufacturers of mechanics’ tools. Building 
costs are so high that every bit of work possible is being 
dorfe in the factory instead of on the job. As a con- 
sequence, many mechanics’ tool manufacturers find their 
business slipping away into the hands of the shop ma- 
chinery people. For this change the hardware producer 
can be held responsible only in the most incidental sort 
of way, yet it is evident that every failure to bring a prod- 
uct’s value into line with the general level of value ob- 
tainable for the dollar, restricts the market by just so 
much, aggravates the condition of small volume, invites 
substitution, and brings about still further unsoundness. 

In the third place, European competition must not be 
forgotten. In Europe they still manufacture by methods 
as a whole at least ten years behind those of this country. 
But because few concerns have reached anything approach- 
ing American standards of productivity, there is not yet 
the formidable competition for labor that faces the manu- 
facturer in this country. Low labor costs enable the 
European producer to cut the ground from under any 
American producer who is still using old-fashioned Euro- 
pean methods. 

There is really no choice. Either the manufacturer must 
adopt methods which enable him to use high-priced Ameri- 
can labor at a low unit cost, or he must go to Europe where 
































he can get low-priced labor, or he must go out of business. 
I know of several American firms which have taken the 
second alternative, and established factories in Germany. 
Every year thousands of concerns are involuntarily 
taking the last alternative, and going out of business. 


Such far-reaching changes are not sudden. Only im- 
perceptibly does the pressure increase, as one company and 
then another swings over to a low-cost basis. The indi- 
vidual manufacturer, busy with his own problems, may 
notice that Jones or Smith is no longer in business, but 
only when he follows the statistics of failure and has con- 
tact with many concerns can he realize how great is the 
real rapidity of the change. 

Twenty years ago few would have predicted the almost 
complete disappearance of the horse and buggy, or could 
have foreseen the numberless ways in which gasoline power 
could be adapted to do work in fields such as farm work, 
in which it then appeared the horse would never be re- 
placed. Something very like this change is taking place 
right now in production. 

This article is not alone about hardware manufacturing. 
As it happens, this is the line I know most about and hence 
from which I have drawn most of my examples. But, 
outside of a few pioneer lines which have as a whole 
swung over to modern quantity production methods, with 
trivial changes in the names of products, this description of 
the situation in hardware would fit a majority of Amer- 
ican factories today. 

Suppose we grant for a moment the seriousness of the 
situation. Is it possible to apply in such lines as hard- 
ware the system of quantity production which seems to 
be the only key to the situation? A good many people 
honestly believe this is not possible and give reasons for 
the belief, Let us look at these reasons. 


Reluctant to Change 


In the first place, men arguing against change seldom 
give their real, if unconscious objection, which is dislike 
of change. We buy roller skates from a company which 
has always packed them 100 pairs to the case. This makes 
a heavy package, about 500 or 600 pounds. We suggested 
a lighter, smaller unit, for we wished to avoid repacking 
expense. It required two men to handle the large cases 
and we find that two men waste time working together in 
the storeroom. 

The manufacturer at first refused to change. To reduce 
the size of the case, he said, would reduce the size of 
orders—good traditional logic, inherited from the shrewd 
business men of the ’80’s. However, the big case was a 
real inconvenience to us and we kept after the manufac- 
turer until he yielded the point, at the same time adopting 
the suggestion that he make his roller skates on a progres- 
sive assembly line. And this change resulted in a con- 
siderable saving to him, as well as to us. 

It is significant that the greatest progress has been made 
in the newest lines, and the greatest distress is generally 
felt in the oldest. New England hardware men are, with 
some notable exceptions, hard hit, while western manufac- 
turers as a whole are doing fairly well. 

Electric domestic appliances are comparative newcomers 
in the hardware field. Men have entered this line from 
other fields with no long-established precedents to guide 
them, and quite unaware of the unbridgeable chasm between 
making automobiles and coffee pots. So the appliance 
industry has borrowed a continuous enameling oven from 
one industry, a modern wage system from another, and has 
added a few wrinkles of its own. As a consequence, many 
of the appliance factories are models of modern methods 
and their owners are prosperous. And they have had the 
good sense to keep on borrowing ideas. 
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Usually the first objection raised by the man whose plant 
is operating on the obsolete job-shop basis, is that quan- 
tities are not sufficient to justify straight-line production. 

I suppose there may be enough business in screwdrivers 
in this country to keep two or three companies comfortably 
busy. Probably well over 100 concerns are making this 
product. Most of them make other tools, chisels, wrenches, 
planes—a full line. So the screwdriver volume, which 
could be handled by one or two plants on a flow basis at 
a fraction of present costs, is put through a hundred fac- 
tories in little dabs of a few gross at atime. With all this 
diversity of pattern anyway, one or two more don’t make 
much difference and variety increases, sometimes to 75 
or 100 patterns. Simplification has done something to 
correct this evil, but the tendency is constantly to slip back. 
The full benefit of simplification cannot be realized until 
it is combined with concentration on a limited line. 


Modern Methods with Volume 


Why don’t these 100 manufacturers get together and 
trade lines, so that one makes screwdrivers, another 
wrenches? Obviously there are practical difficulties, But 
the change is bound to come, if not voluntarily then by 
somebody’s buying up a chain of factories, unifying the 
selling, and redistributing production on a logical basis. 

You can go into almost any screwdriver factory today 
and see them dipping handles by hand. Anyone who has 
ever seen conveyor dipping and continuous oven enameling 
does not need to be told of the resultant cost handicap. 
Yet nobody now has the volume to justify installing the 
modern continuous method. 

There is every indication that the same situation exists 
in a majority of industrial lines. Only a few trades have 
as yet gone the whole way in adopting straight-line pro- 
duction. 

How about quality? Finishing a high grade pocket knife 
requires skill and patience. The fine crocused polish of the 
blade, the smooth finish of the German silver bolsters and 
pearl handle, cannot be slapped out so many a minute. Could 
this quality be obtained if a manufacturer broke up the 
process into operations and allowed a fixed interval for 
the completion of each operation? 

A friend of mine in the saw business debated this same 
question with us for a long time and finally decided to 
risk quantity production. Making a saw requires a good 
deal of this same sort of special work. A high-grade saw, 
for example, has tradifionally been fitted with an apple- 
wood handle—the silk hat of sawdom. Apple-wood comes 
in small, irregular pieces and must be laid out by hand 
for economical cutting. A good deal of skilled work is 
necessary in setting the saw teeth until each lines up. 

How all this hand work was put on a quantity basis 
would take too long to tell. It involved substituting a 
special rolled strip steel for the old flat stock. It involved 
developing mechanical filing machines and precision setting 
by machine, with fine calculations and careful control of 
the quality of the blade stock. It involved a study of new 
materials for the handle. 

Putting a saw into quantity production, in short, in- 
volved a lot of experimenting, of thinking. But when 
this manufacturer had finally worked to the end of his 
problem he was able to produce a saw at a price that was 
simply untouchable. He could sell a good saw to the man 
about the house, to thousands of new users whose needs 
had not justified paying the former higher price. And he 
was in a position to take a commanding place in present 
markets. 

If price were the measure of quality, the machine-made 
saw could not possibly be right. But for ordinary house- 

(Continued on page 94) 
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VERIFIED NEWS of RETAIL STORES 


Alabama 

Hammett Hdwe Co., Sylacauga, bought Newman-Hill Hdwe 
Co., J. E. Wallis, prop. of former concern bought con- 
trolling interest and changed name to Wallis Hard- 
ware Co. 

Hlinois 

F. W. Aslett & Sons, 221 Washington St., Waukegan, has 
taken over the business of Waukegan Hdwe. Co., Inc. 

J. A. Van Nattan Hdwe Co., 415 E. Monroe, Springfield, 
has succeeded to the Greig-Van Nattan Hdwe, Plumbing 
& Heating Co. of that place. 

J. W. Delassus of St. Elmo is now operating the business of 
J. A. Schaub & Son of that place. 

Walter Blough is manager of the McFall Hdwe Co. in 
Benton. 

Walter Gilledettee has taken over the Howard Vance Hdwe 
and electrical business in Colchester. 

Veatch Hdwe Co. of Mt. Vernon has purchased the store 
of Fowler Bros. of that place and are also operating a 
store at Centralia, Ill. 

Harwood Hdwe Co. has succeeded the Harwood & Kraft 
Hdwe Co. in Gilman. 

Michigan 
M. J. Toland has taken over the business of Lynn Matteson 


in Tustin. 
F. H. Fleming, Est., has succeeded to the Rogers City 


Hdwe Co. in Rogers. 
W. F. Martin Hdwe Co. is now conducting the business of 
the Middleton Hdwe Co. in Middleton. 


Ohio 


Gibsonburg Hdwe & Supply Co. of Gibsonburg has taken 
over the Tebbe Hdwe Co. 

Cedarville Farmers Grain Co. in Cedarville has succeeded 
the business of C. N. Stuckey. 

The Fairfield Hdwe Co. has been incorporated in Lancaster 
by P. E. Thomas and others. 

Emil J. Lisy has opened a retail store at 16825 Libby Rd., 
Maple Heights. 

J. Weber & C. W. Harrington of Middlefield have bought 
out the business of Frank Griffin. 

A. G. Volz, 5811 Hamilton Ave., Mt. Healthy, Cincinnati, 
has recently opened his remodeled store. 

Roberts-Harpster & Co. of Mt. Vernon have taken over the 
business of Kelly, Mitchell & Goodell. The former organ- 
ization operates also in Thornville. 

Ray Bros, hardware is operating the store of C. E. Conover 
in New Madison. 

E. A. Moews has opened a retail store at 5409 Pearl Rd., 
Parma. 

Wren Hdwe Co., Inc. has opened a retail store in Wren. 

E. R. Souders has succeeded J. E. McCord in Camden. 

J. T. Bergeron has opened the Standard Hdwe & Supply 
Co. in Leader Bldg., Cleveland. 

Dulbs & Co. has opened a store at 775 E. 185th St., Cleve- 


land. 
J. J. McHale has opened a retail business at 1936 S. Taylor 


Rd., Cleveland. 
Indiana 
Small Bros. of Idaville have been succeeded by John Small. 
Duncan Hdwe Co. is operating the store of Clay W. Duncan 


in Bedford. 
Simon Hochstetler of Morocco has succeeded Kay & Kay 


of that place. 


Geo. C. Maxwell of Martinsville has merged with Marshall 
Hdwe Co. of that place, forming the Maxwell-Marshaft 
Hdwe Co. 

W. G. Beggs Hdwe Co. has been opened at 3312 E. 10 St.. 
Indianapolis. 

Kansas 

Fisher Hardware Store has succeeded to C. B. Beven in 
Muscotah, Kansas. 

The Farmers Hardware Implement Co. has been imeorpor- 
ated in Wellington. 

Missouri 

Cotton Lumber Co., Inc. of Columbia is now sellimg hard- 
ware. 

E. L. Hirst of Greenfield has succeeded to the busimess of 
Hirst & Preston of that place. 

Kentucky 

Edgar Kitchens has succeeded W. H. Kitchens in Leetown. 

Fayette Hdwe Co. has opened a retail store at 261 W. Short 
St. in Lexington. 

Texas 

Howell’s Inc. has succeeded to the Alpime Hdwe Co. in 
Alpine. 

Tennessee 

Deason & Thompson in Pulaski have taken over the busi- 
ness of J. R. Deason. 

Beasley-Cannon Hdwe Co. succeeds to the business of Tom 
Cannon Hdwe Co., in Waverly. 

J. O. Kelse has purchased an interest in the McCauley 
Hdwe Co., Brownsville. 

Mississippi 

Martin-Reagan Hdwe Co. is the successor to Sikes-Martin 

Hdwe Co. in Carthage. 
Florida 

Camp Hdwe Co., T. T. Camp, mgr., is conducting the busi- 
ness of the late J. P. Chance in Chipley. 

De Land Hdwe Co. has been incorporated in De Land and 
has succeeded the Cawthron Hdwe Co. of that place. 
Waring Wyche has opened the Greenville Hdwe Co. in 
Greenville. 

, West Virginia 

Stenger Bros. have opened a retail store at Warwood Ave. 
& 22 St., in Warwood. 

Beckley Hdwe & Supply Co., Beckley, bought Patterson 
Hdwe & Furn. Co., Mt. Hope. Will continue both stores 
as Modern Hdwe & Furn. Co. 

Groves-Thornton Hdwe Co. has merged with Huntington 
Hdwe Co., Huntington, and has formed the Groves- 
Huntington Hdwe Co. 

Virginia 

W. W. Whitesell has succeeded W. M. Harriss in Spotts- 
wood. 

C. C. Gill & Sons have opened a retail store in Orange, Va. 

Ashworth Hdwe Co., Inc. is operating a retail store in 
Christianburg. 

Texas 

Smith & Holding in Roxton have bought the stock of A. H. 
Bywaters who is retiring. 

Archer-Stuart Hdwe Co. has moved to 812 Texas Ave. in 
Houston, from 602 Travis St. 

Lucas Implement Co. has been incorporated in Weslaco. 

Guinn Hdwe Co. has been incorporated in Munday and has 
succeeded Guinn-Fritz Hdwe Co. 
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Segal Lock & Hardware Co. 
Announces Personnel Changes 


E. W. Busch, formerly district manager 
of builders’ hardware sales in Chicago for 
the Segal Lock & Hardware Co., Inc., 
55 Ferris Street, Brooklyn, N. Y., has 
been appointed sales manager in charge 
of builders’ hardware products, with head- 
quarters in Brooklyn. 

John A. Schwendau succeeds Mr. Busch 
at the Chicago office, 126 North Clinton 
Street. 

Among the recent additions to Segal’s 
sales force are Oscar Winter in St. Louis, 
K. W. Surman in Louisville, Ky., and 
Chas. W. Orton covering the Carolinas. 
These changes were made necessary by the 
rapid increase to the company’s line of 
builders’ hardware, which has been devel- 
oped recently in response to an ever-grow- 
ing demand for the modern building to be 
protected against burglary. 





Hobart R. Beatty Addresses 
Chicago Dealers Association 


The regular monthly meeting of the 
Chicago Retail Hardware Association was 
held at the Hotel Sherman on Friday, 
Jan. 11. 

Hobart R. Beatty, Clinton, Ill., a mem- 
ber of the Advisory Board of the N. R. 
H. A., was the principal speaker. Mr. 
Beatty’s subject was “Inventories and 
Stock Control,’ though it covered the 
more important phases of modern mer- 
chandising methods. He recalled his pre- 
diction of four years ago, when he de- 
clared that 25 per cent of the dealers were 
doomed for failure, but the merchant who 
was aggressive enough to adopt modern 
methods, and willing to make use of the 
agencies provided to assist him, should 
have no fears for the future. ‘There is 
just as much profit, and just as much 
future possible in 1929, as there ever was 
if 1929 methods are used,” said Mr. Beatty. 
Members were provided with the set of 
questions used at the Boston convention 
on “What’s the matter with Henry 
Brown?” 

The dealers were then asked to take 
a personal inventory of their stores, using 
the blanks provided. Each question was 
then explained, and the discussion was 
opened to dealer’s questions. Mr. Beatty 
cited many interesting and practical ap- 
plications of the various ideas from his 
experience in his own store, which aug- 
mented their worth. 

A rising vote of thanks was given Mr. 
Beatty for his interesting and instructive 
address. C. G. Gilbert, Oregon, II, 
president of the Illinois association, and 
Paul M. Mulliken, managing director, also 
made brief talks. Mr. Gilbert stressed the 
importance of efficient management, and 
Mr. Mulliken emphasized the desirability 
of open display tables. 

President Oscar Fisher presided at the 
meeting for the initial session of his term 
of office. The Chicago association has re- 
cently enjoyed rapid growth, and the 
meeting was well attended. It is the in- 
tention of present officers to invite promi- 
nent speakers from the hardware fraternity 
to address the members at all future meet- 








ings of the Chicago association. The next 
meeting is scheduled for Friday, Feb. 8, 
at the Hotel Sherman. 

About 250 members and guests attended 
the annual installation of officers’ and 
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ladies’ night held by the association at 
the Hotel Sherman on Wednesday night, 
Jan. 9. 

Social festivities were started with a 
bounteous repast, and at its conclusion the 
officers were installed. P. M. Mulliken, 
managing director of the Illinois Associa- 
tion, who has for several vears acted as 
installing officer, was again on hand to see 
that the new officers were given a “flying 
start” on their 1929 term of office. 

The installation ceremony was followed 
by a short program of entertainment and 
dancing. All in all, it was a very suc- 
cessful “party,” being thoroughly enjoyed 
by everyone present. 


The Muralo Co. Appoints F. H. 
Robart, New England Manager 


The Muralo Co., one of the largest 
manufacturers of water paints in the world, 
located at Staten Island, N. Y., announces 
that in the interest of direct factory con- 
tact and representation, its New England 
territory has been placed under the direct 
supervision of Frank H. Robart. 

Mr. Robart, who has been with the com- 
pany’s New England organization for sev- 
eral years, will make his headquarters at 
112 Austin Street, Newtonville, Mass. 

For warehouse service, the company has 
made arrangements with the Atlantic Stor- 
age & Warehouse Co., 50 Midway Street, 
South Boston, who will render quick and 
efficient service. 

Mr. Robart succeeds the C. E. Gale Co., 
who has acted as the company’s New 
England agents for many years. 


Brown & Sharpe Mfg. Co. Moves 
Its Philadelphia Office 


On and after Feb. 1 the Philadelphia 
office of Brown & Sharpe Mfg. Co., 
Providence, R. I., will be located at 1102 
Elverson Building, Broad and Callowhill 
Streets, Philadelphia. The office is now 
located at 1103 Liberty Building. 











Pratt & Lambert Salesmen Meet 
in Four Conventions 


Officials and representatives of Pratt & 
Lambert, Inc., Buffalo, N. Y., met re- 
cently for the following sales conventions : 
Western Division, at the Drake Hotel, 
Chicago, Jan. 3, 4, 5; Eastern Divi- 
sion, Hotel Astor, New York City, Jan. 


7, 8, 9; Central and Canadian Divi- 
sions at Hotel Statler, Buffalo, Jan. 
10-11. The sessions of the Industrial 


Group were held at the Buffalo plant of 
the company on Jan. 10, 11 and 12, under 
the direction of T. E. Murphy, manager 
of industrial sales. 

At Chicago, J. N. Welter, chairman of 
the board, made the address of welcome 
and was toastmaster at the dinner at the 
Drake. 

In his opening address to the western 
representatives, A. D. Graves, president 
of Pratt & Lambert, reviewed the com- 
pany’s progress for the last six months 
and cited factors to be considered in the 
conduct of business today. H. E. Webster, 
senior vice-president and secretary, spoke 
on business conditions, with particular ref- 
erence to the industry as a whole. 

W. P. Werheim, vice-president in charge 
of advertising, outlined the advertising 
campaign for spring, which will be 
largely confined to ‘61” Quick Drying 
Enamel. 

Demonstrations and the discussion of 
selling points and technical details were 
in charge of R. W. Lindsay, general sales 
manager, assisted by W. R. Fuller, tech- 
nical director. A similar program was 
followed for the meetings at New York 
and Buffalo. 

The eastern men were greeted with an 
address of welcome by H. S. Prescott, 
resident manager, New York. During the 
business session, C. J. Spaulding, of the 
general sales department, Buffalo, spoke 
on the results of architectural service in 
the eastern territory. 

J. B. Bouck, Jr., recently retired vice- 
president, Pratt & Lambert, Inc., was 
guest of honor at the dinner at the Astor, 
with H. S. Prescott as toastmaster. W. 
W. Whinnery, sales representative, was 
presented with a watch for his 20 years’ 
service with the company. F. C. Chretien, 
sales representative, received a pair of 
specially-designed P. & L. cuff links for 
his ten years’ service. 

The largest grdup assembled at Buffalo, 
headquarters of Pratt & Lambert, Inc. 

Tom Skeyhill, internationally known 
playwright, soldier, correspondent and 
traveler, was principal speaker at the din- 
ner at Hotel Statler. 


Sure-Grip Adhesives Appoints 
John H. Graham & Co. 


John H. Graham & Co., Inc., 113 Cham- 
bers Street, New York City, have been 
appointed sales representatives for do- 
mestic and export trade by the Sure-Grip 
Adhesives, Inc., Albany, N. Y. This con- 
cern manufactures “Sure-Grip,” a pre- 
pared animal glue put up in convenient 
form for household use, also in larger 
containers for factory use. 
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W. H. Kimball Becomes Chair- | with other stove manufacturing plants as 


man, Kimball Brothers Co. Board 


W. H. Kimball, secretary since 1910 of 
Kimball Brothers Co., manufacturer of 
elevators in Council Bluffs, Iowa, was 
elected chairman of the board of directors 
and treasurer at a recent annual meeting 
of the corporation. 

Walter Jenkins was elected secretary to 
succeed Mr. Kimball. Other officers elect- 
ed were C. E. Kimball, president, and 
D. B. Stoufer, vice-president and man- 
ager. Mrs. Florence K. Stoufer was 
elected to the board of directors. 

The Kimball company reports a decided 
gain in business during 1928, and the 
change in official personnel mezns a con- 
tinuance of the present policies. 


Rolscreen Co. Representatives 
Visit Reynolds Wire Co. Plant 


Following a four-day annual sales con- 
vention, more than forty officials and sales 
representatives of the Rolscreen Co., manu- 
facturer of a patented window screen in 
Pela, Iowa, spent a day in the plant of 
the Reynolds Wire Co. at Dixon, IIL, 


where the wire cloth for Rolscreens is 
made. 
The Rolscreen delegation arrived in 


Dixon in the early morning. After break- 
fast they were taken on a tour of inspec- 
tion of the two large Reynolds plants. 
The visitors were divided into units of 
four or five, each unit being personally 
conducted by a department head or official 
of the Reynolds organization. At noon 
the delegation were guests at a dinner, 
which was followed by an hour or two 
of discussion. They were then conducted 
to private cars attached to a late after- 
noon train. 

The Rolscreen Co. was organized in 1924 
to manufacture a window screen, built to 
any specification, which rolls up and down 
after the manner of a window shade. The 
Reynolds wire cloth, “Alumina,” a_spe- 
cially constructed 16-mesh screen, is used 
exclusively. 


Frank Harrod Passes Away 


Frank Harrod, for many years a hard- 
ware merchant in Belle Center, Ohio, died 
there Jan. 9, from influenza. He was 75 
years of age, and was active in business 
and civic affairs for many years. 





Butler Succeeds D. E. Dangler 
As Dangler Stove Plant Mgr. 


Edward T. Butler, for 28 years sales 
manager of Dangler Stove Co., Cleveland, 
Ohio, a division of the American Stove 
Co., has become manager of the plant, 
succeeding D. Edward Dangler, who has 
retired after 50 years’ continuous service 
with the company. 

Mr. Dangler started in the stove busi- 
ness in 1878 under his father, who was 
the head of the Vapor Stove Co., and at 
that time the name was changed to the 
Dangler Stove Co. In 1902 it was merged 











part of the American Stove Co. Mr. 
Dangler is a vice-president of the Ameri- 
can Stove Co. 


John T. McCulloch, President 
“The Nutmeggers” for 1929 


John T. McCulloch, vice-president of 
“The Nutmeggers,’ was elevated to the 
presidency of the organization at the re- 
cent election, held at the City Club, Hart- 
ford, Conn., on the evening of Jan. 9. 
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Mr. McCulloch the Robeson 
Rochester Co. 

M. A. Miller, Yale & Towne Mfg. Co., 
was elected first vice-president; Karl M. 
Martin, Minnesota Mining & Mfg. Co., 
was elected second vice-president, and 
E. C. Sullivan, L. L. Ensworth Sons Co., 
was relected secretary and treasurer. 


Directors elected to serve for three 


represents 


| years are Seymour N. Sears, The Tucker 


Co.; John L. Peoble, American Steel & 
Wire Co.; G. L. Cobleigh, Pike Mfg. Co., 
and Fred W. Lowe, The Ruberoid Co. 
Benjamin K. Albrecht, Baeder-Adamson 
Co., was elected a director for one year. 
The newly elected officers will be in- 
stalled cn Feb. 14 at the Hotel Taft, New 
Haven, which will be the morning follow- 
ing The Nutmeggers’ annual banquet, to 
be held on the evening of the 13th. 
President McCulloch will make his com- 
mittee appointments after the installation. 





Husky Wrench Co. Moves to 
Kenosha—Becomes Husky Corp. 


There has recently been completed at 
Kenosha, Wis., on the shores of Lake 
Michigan, a new factory building of 40,000 
sq. ft. which is now occupied by the 
Husky Corp., formerly known as_ the 
Husky Wrench Co., of Milwaukee, Wis. 

The new building is of modern construc- 


tion and is equipped with the most modern | 


machinery for making Husky wrenches 
and other products. 

This new plant is situated on an 11-acre 
tract of ground. The increased facilities 
will make it possible for the company to 
add new items to its line from time to 
time. 
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Chandler & Farquhar Employees 
Elect at Annual Meeting 


The annual meeting of Chandler and 
Farquhar Associates, affiliated with Chan- 
dler & Farquhar Co., 250 Devonshire Street, 
Boston, Mass., was held in. the Elks Hotel 
on Tuesday evening, Jan. 15. 

Following an enjoyable dinner, the busi- 
ness meeting of the organization was 
held with retiring President Clifford W. 
Rhoades in the chair. Among those who 
made short talks were F. Alexander 
Chandler, Walter E. Currier, Miss K. L. 
Clarke, Walter A. Dow and the newly 
elected president, W. F. Parsons. 

Among those who were elected at this 
meeting and will serve through 1929 are: 
vice-president, J. Montcrieff; recording 
secretary, Miss M. Donovan; financial sec- 
retary, Miss V. Cole; treasurer, F. H. 
Jones and executives D. Fraser and Miss 
Gray. 


Display Material Co. Appoints 
Chicago Sales Agency 
Display Material Co., 774 Grand Ave- 
nue, St. Paul, Minn., has appointed The 
Stencillor Sales & Supply Co., 361 West 
Ontario Street, Chicago, Ill., as its perma- 
nent sales agency. A. Pokorny is general 

manager of the Stencillor company. 

The Display Material Co. also distributes 
through the Display Material Co. 191 
Pearl Street, New York City, and the 
Display Card Co., Ltd., 206 King Street, 
West Brockville, Ontario, Canada. 


Devoe’s Eastern Salesmen Con- 
vene in New York City 


About 200 men of the Eastern and 
Southeastern districts attended the annual 
sales convention of Devoe & Raynolds Co., 
Inc., 1 West Forty-seventh Street, New 
York City, held at the Waldorf-Astoria 
Hotel of that city on Jan. 11 and 12. 
The principal executives of the company 
were in attendance and spoke at various 
sessions. The convention closed with a 
dinner on the evening of the 12th. 


“Let’s Run a Sales Contest!” 
Contains Valuable Data 


“Let’s Run a Sales Contest!” is the title 
of a most interesting and instructive book- 
let regarding sales contests, published by 
John M. Kumler Co., 35 East Wacker 
Drive, Chicago. 

Mr. Kumler, together with his 
laborators, has secured details of sales con- 
tests from many manufacturing organiza- 
tions and has assembled the information 
in a most interesting way. The booklet 
points out the good and bad points of many 
sales contests and gives a comprehensive 
survey of selling campaigns, sales promo- 
tion and bonus plans from and for direct 
selling companies, manufacturers and dis- 
tributors. 


col- 
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Power Company Manager Cited | 
for Dealer Cooperation 


The electrical industry has recognized 
as a notable accomplishment the work of 
a power company merchandise manager 
who enlisted in his sales plan the services 
of ninety-odd appliance dealers in the ter- 
ritory served by his company. | 

This recognition came when the Medal 
for Cooperation and Purse for 1928 was 
presented to Henry H. Courtright of the 
Valley Electrical Supply Co. of Fresno, 
Cal., at a luncheon arranged by the Cali- 
fornia Electrical Bureau in San Francisco 
Jan. 14. The medal and purse are pro- 
vided by the James H. McGraw Award, 
which also provides medals for worthy ac- 
complishments in other electrical activities. 

The citation given to Mr. Courtright 
states that through his initiative the Val- 
ley Electric Supply Co. was organized as 
a subsidiary of the San Joaquin Light and 
Power Co. to promote residence sales of 
current. An agreed upon sales expense 
for such sales is paid to this company to 
be expended in developing more business. 

Mr. Courtright believed that current use 
could best be developed by promoting the 
use of appliances. He also believed that 
appliances could best be sold through ex- 
isting channels rather than through a new 
merchandising system. So he undertook 
by advertising and demonstrations to build 
appliance sales, clearing his deliveries 
through existing stores. The number of 
stores now cooperating exceeds 90 and 
all are selling a much greater volume of 
appliances than in 1923 when the plan was 
first undertaken. The average last year 
was $35 worth of appliances to each wired 
home. The current sales have risen from 
an average of 442 in 1923 to” 742 in 1928. 
The method developed by Mr. Courtright 
is called “Through-the-Dealer Plan’ and 
has been indorsed by several independent 
merchandising organizations. All company 
appliance advertising recognizes these 
dealers. 

It is believed that this recognition of the 
plan will have material effect in persuading 
other power companies to recognize es- 
tablished dealers instead of working en- 
tirely through company or specialty stores, 
which are competitive to hardware and 
other appliance merchants. 

The committee of judges which awarded 
this honor to Mr. Courtright consisted of 
W. W. Freeman, Columbia Gas and Elec- 
tric Co.; George E. Cullinan, Graybar 
Electric Co.; James R. Strong, S. L. 
Nicholson, Westinghouse Electric & Mfg. 
Co.; James R. Strong. 





Harry Wulff Dies—Past President 
Idaho Dealers’ Association 


Harry Wulff, manager of the Weiser 
Hardware & Implement Co., Weiser, 
Idaho, passed away at his home in that 
city recently. Mr. Wulff was one of 
Weiser’s most prominent business men and 
was well known throughout his locality. 

Mr. Wulff was a past president of the 
Idaho Retail Hardware and Implement 
Dealers’ Association and had served as 
mayor of his city as well as heading the 
local Chamber of Commerce. 





A discount table and an approximate 
pricing system, simple but accurate, have 
been compiled for the dealer. 

Catalog No. 350 has a stiff cover with 
round corners, and the sewed binding 
makes it possible for the book to open 
flat at any point. 


A. W. Robertson, Chairman of 
Westinghouse Board 


Andrew W. Robertson has been elected 
chairman of the board of directors West- 
inghouse Electric & Mfg. Co., Pittsburgh, 
Pa., succeeding Paul D. Cravath, general 
counsel of the company who has temporar- 
ily filled that office since the death of Gen. 
Guy E. Tripp early in 1927. 

The new Westinghouse head is a lawyer 
and for a little more than two years has 
been president of the Philadelphia Co. 
with which he became associated in 1918 
as general counsel. He was born in Pan- 
ama, N. Y., Feb. 7, 1880, and was gradu- 
ated from Allegheny College, Meadville, 
Pa., in 1906, and from the University of 
Pittsburgh Law School in 1910. He be- 
came attorney for the Duquesne Light Co., 
a subsidiary of the Philadelphia Co. in 
1913, and five years later became general 
counsel of the parent company. 

H. B. Rust, president of the Koppers 
Co., Pittsburgh, has been elected a director 
of the Westinghouse Electric & Mfg. Co. 





Baltimore Dealers to Hold Ninth 
Anniversary Banquet 


On Jan. 29 the Ninth Anniversary Ban- 
quet of the Baltimore Retail Hardware 
Association will be held in the Southern 
Hotel, Baltimore, at 7 p. m. There will 
also be an excellent entertainment pro- 
gram, incidental music and dancing. All 
reservations for this annual affair must 
be made before Jan. 25. 


M. A. Gordy Now With U. S. 
Electrical Tool Co. 


M. A. Gordy, for a number of years 
engaged as a manufacturers’ agent in the 
sale of machinery and tools at Atlanta, 
Ga:, has been appointed Southeastern dis- 
trict manager for the United States Elec- 
trical Tool Co., Cincinnati, Ohio, and will 
devote his entire time to that company’s 
products, with headquarters in the Morris 
Building, Atlanta, Ga. 





C. J. Cooper, Jr., Now with 
Landers, Frary & Clark 


C J. Cooper, Jr., has been appointed 
assistant sales manager of the electric 
washer division for Landers, Frary & 
Clark, New Britain, Conn. Mr. Cooper 
will make his headquarters at the plant. 

For the past six years Mr. Cooper has 
been manager of the sale promotion depart- 
ment for the Syracuse Washing Machine 
Corp., Syracuse, N. Y., and for four years 
prior to that was merchandising manager 
for the Wise-McClung Co., New Philadel- 
phia, Ohio. 





| Plan 





Henry C. Wiseman Dies—Was 
Veteran Ohio Dealer 


Henry C. Wiseman, a pioneer hardware 
merchant and active in business and civic 
affairs in Springfield, Ohio, died at the 
City Hospital there on Jan. 9. His death 
followed a two-day illness with pneu- 
monia, which developed following an acci- 
dent he sustained when struck by an auto- 
mobile. 

Mr. Wiseman was born in Lancaster, 
Ohio, in 1854. He came to Springfield 
as a young man and lived there ever since. 
In 1885 he became a partner in the Janney 
& Wiseman Hardware Co., of which Mr. 
Janney was president. Mr. Wiseman was 
later named for the presidency, and in 1890 
the firm was incorporated as the Spring- 
field Hardware Co. Mr. Wiseman was 
the owner and president at the time of 
his death. 

Mr. Wiseman was an ardent civic leader 
as well as a leading business man. He 
was one of the founders of the Ohio Re- 
tail Hardware Dealers Association and 
was its first president. He was also in- 
strumental in organizing the Ohio Hard- 
ware Dealers Mutual Insurance Co., of 
which he had been a director ever since 
its organization. He was largely responsi 
ble for its growth from a small organiza 


|} tion to a million-dollar firm. 


He was an active member of the Pur- 
chasing Agents Association of Springfield 
and an active worker in organizing the 
Springfield Builders Exchange. He was 
also a director of the Springfield Cham- 
ber of Commerce, a director of the Mcrris 
Bank and was identified with the 
Springfield Rotary Club. He was active 
in the religious and fraternal affairs of 
his city. 


Associates Night Feb. 6 at N. Y. 
Retail Convention 

The associate members of the New York 
State Retail Hardware Association will 
hold “Associates Night” on Feb. 6, during 
the convention of the retail association. 
The K. of C. Auditorium in Rochester, 
N. Y., has been reserved for the varied 
musical and vaudeville performance with 
several unique numbers. There will also 
be dancing. 

F, W. Pruner is chairman of the Asso- 
ciates’ entertainment program. 





R. J. Scanlan Joins Walworth 
Sales Dept. in New York City 


R. J. Scanlan has recently joined the 
general sales department of Walworth Co., 
Boston, Mass., as sales engineer and will 
make his headquarters in New York City. 

Mr. Scanlan was formerly chief of the 
materials inspection and testing depart- 
ment of T. E. Murray Co., Inc., New 
York City. 


Federated Radio Trade Assn. 
Convenes in Chicago, Feb. 18 
The third annual convention of the Fed- 

erated Radio Trade Association will be 
held in the Hotel Statler, Buffalo, N. Y., 
on Feb. 18 and 19. About 500 delegates 
are expected from all parts of the country. 
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Metropolitan Hardware Banquet 
Held Jan. 10 Attracted 800 
Hardware Men 


Approximately eight hundred hardware 
men enjoyed the twenty-first annual ban- 
quet of the Metropolitan Hardware Asso- 
ciation, held at the Hotel Commodore, 
New York City, Wednesday, Jan. 16. 

Following the singing of the national 


anthem, Rev. M. Joseph Twomey, D. D., | 


chaplain of the association, delivered the 
invocat.cn. 

Toastmaster Sidney J. Milligan, presi- 
dent of the Metropolitan association 
briefly sketched the history of the organi- 
zation since its inception. He spoke of the 


changes in the hardware store and asso- | scale “coe 
. ° a aa ee. pPolita 
ciation activities that had been brought | I 


about through the passing cf the years. 
In conclusion, he thanked H. A. Cornell, 
chairman of the banquet committee and 
his workers for their efforts to make the 
affair a success. 

Sir Frederick McGill, a columnist on a 
London daily, spoke of the American peo- 
ple as viewed by the Londcner. In a very 
witty and interesting manner he related 
the reaction of the American tourists he 
met at places of historic interest in Eu- 
rope. He spoke of habits and traits com- 
mon throughout the country that amuse the 
visitor from abroad and contrasted cus- 
toms, politics, etiquette and conditions in 
this country with those in Europe. 

Thornton Webster personally directed 
an excellent program of entertainment. 
Bill Caesar’s orchestra furnished tuneful 
music throughout the evening. 

At the guest table were Edward F. 
Daily, president Brooklyn Hardware As- 
sociation; Geo. F. Fisher, chief booster, 
The Hardware Boosters; John B. Foley, 
secretary of New York State Retail 
Hardware Association and Martin Van 
Dussen, president of that organization; 
W. F. Littell, Jr., retiring secretary of the 











Metropolitan association; Matthias Lud- | 
low, chairman of the entertainment com- | 


and Supply Association of Manhattan and 
The Bronx; Arthur Shimell, treasurer, 
Metropolitan association and Harry Hob- 
lin, president, Westchester County Hard- 
ware Dealers Association. 

In addition to the retail dealers, mem- 
bers of the Metropolitan Hardware Asso- 
ciation, many executives and sales repre- 
sentatives from local jobbing houses were 
present. Several hardware manufacturers 
had tables that were occupied by their 
representatives who call on dealers in the 
Metropolitan district. Many men from 
the executive offices were also present. 

It was generally conceded that this 
twenty-first banquet was one of the best 
ever given by the association. 

H. A. Cornell, a past president of the 
Hardware Association and 
chairman of the banquet committee thor- 
oughly deserves the complimentary ex- 
pressions of approval so generally voiced 
by those who attended the 1929 Metro- 
politan Dinner. 


Optimistic Forecast for 1929 
Made by James B. Cunningham 


Prosperity and good business in 1929 is 
the optimistic note sounded by President 
James D. Cunningham of the Illinois 
Manufacturers’ Association in a statement 
which is being sent to all of the 3000 


member firms of the association. The 
statement says in part: 
“Efficiency and enterprise in Illinois 


manufacturing plants will bring big re- 
turns in 1929. There is every reason to 
believe that 1929, from beginning to end, 
will show larger returns to well-managed 
establishments than in 1928. Competition 
will be brisk, but the manufacturer who 
has the wit to give the public what it 
wants, to maintain a high standard of 
quality, and to advertise his wares in the 
convincing and confident manner, that can 
only come when he has a reputation be- 
h:nd his product, and believes in it thor- 
oughly, need have no misgivings as to the 


mittee; Jos. Ringler, president, Hardware | outcome.” 





General Electric Co. Advances 
A. L. Atkinson and D. C. 
Spooner, Jr. 


A. L. Atkinson, who for several years 
has been manager of the publicity section, 
Merchandise Dept., General Electric Co., 
Bridgeport, Conn., is now manager of 
cleaner sales. D. C. Spooner, Jr., suc- 
ceeds him in the publicity section. 

Mr. Atkinson was formerly a member 
of the company’s advertising department 
at Schenectady, N. Y., and came to the 
publicity section several years ago. 

Mr. Spooner was formerly the publicity 
representative of the company in Phila- 
delphia. Later he came to Bridgeport as 
assistant manager of the publicity section. 


D. W. Shanks Passes On 


D. W. Shanks, who for many years rep- 
resented Buck’s Stove & Range Co., St. 
Louis, Mo., in Texas and the Southwest, 
passed away on Christmas Day, 1928. Mr. 
Shanks joined the “Old Guard” in 1911 
and was well and favorably known through- 
out his territory. He was about 60 years 
of age and lived in Dallas, Tex. 








Penn Hardware Co. Appoints 
Devlin Philadelphia Manager 
Arthur A. Devlin has been made resi- 


dent manager in Philadelphia, Pa., by the 
Penn Hardware Co., Reading, Pa. 





Whiting-Adams Co. Issues 
Booklet of Sales Helps 


Whiting-Adams Co., manufacturer of 
brushes at 690 Harrison Avenue, Boston, 
Mass., has issued a new booklet, which ex- 
plains and illustrates in detail the various 
sales helps that the company is offering 
to jobbers and retailers. 

A good portion of the literature has been 
designed to tie up with the company’s 
advertising. The booklet will be used by 
Whiting-Adams_ distributors and _ their 
salesmen. 








Standard Electric Stove Salesmen Hold Annual Convention at Toledo, Ohio 


The annual sales meeting of The Stand- 
ard Electric Stove Co., 1718 N. Twelfth 
Street, Toledo, Ohio was held in the Com- 
modore Perry Hotel, 
Toledo, on Jan. 3, 4, 5 
and 6. 

Among the various 
subjects discussed at the 
various sessions were 
jobber distribution, deal- 
ers’ contacts and stand- 
ardized sales talk with 
the aid of a chart. 

The meetings were ad- 
dressed by C. H. Gid- 
dings of the Curtis Pub- 
lishing Co., M. W. Peri- 
nier and Mr. Beard of an 
electrical publication, and 
Henry Young. The re- 
production herewith was 
taken after one of the 
sessions. Top row, left 
to right: F. M. Bostater, 


Mrs. F. M. Bostater, J. D. Behnke, Wm. | C. S. Turner. 


P. Swartz, C. A. Pierson, F. N. Cuthbert, 


Bottom row, left to right: 
H. P. Denison, H. H. Venable, F. W. 


Mrs. Juliet Brown, C. H. Swartz, and | Schreiber, P. C. Tiedeman, Morris Jones. 





















HARDWARE AGE for JANUARY 24, 1929 


71 





Philadelphia’s New Mowers 


The Philadelphia Lawn Mower Co., 
Inc., 4250 Wissahickon Avenue, Philadel- 


phia, Pa., is placing on the market its series | 


“S” lawn mowers. In these machines the 
wheels, the s:de plates, the gear covers 


| 
| 


and several other minor parts are con- | 


structed of pressed steel, making them 
light weight and practically unbreakable. 


TRAIN GEARED 


There are no cast iron parts in these 
mowers; nothing but die castings and mal- 
leable iron enters into their construction 
aside from the pressed steel. 

Noise and the possibility of broken 
ratchets are obviated by roller clutches, 
which are new in lawn mower construc- 
tion, but have been used successfully for 
many years in automotive construction. 
The roller clutches also prevent lost mo- 
tion and will wear indefinitely. 

In one style of these mowers, the gears 
are inclosed in an oil tight compartment, 
which affords protection from dirt and grit. 
These cases form oil receptacles in which 
all moving parts run in an oil bath, which 
only requires filling once or twice during 
a season. The wheels which carry the 
load and the revolving cutters run on non- 
adjustable ball bearings. 

The manufacturer emphasizes, as an 
exclusive point, that the only two adjust- 
ments are on the back roller to regulate 





DIRECT GEARED 


the height of the cut and the stationary 
knife bar. There are double-edged sta- 
tionary knives which can be reversed, should 
one edge become damaged. The cutters 
are equipped with crucible steel blades, 
accurately ground to the stationary knife. 
The mowers are so constructed that they 
do not need to be sent to a repair shop 
for sharpening. All openings in the gear 
cases are protected with felt washers. 
Every nut, bolt and screw is secured with 
a lock washer. The use of pressed steel 
and die castings in place of cast iron tends 
to make these mowers lighter than those 











of similar pattern now on the market. It 
also helps to make them practically inde- 
structible. 


New Lindemann Bird Cages 


O. Lindemann & Co., 35 Wooster Street, 
New York City, is producing several new 
types of bird cages. 

The illustration represents its Nos. 
402-D, 403-D, and 404-D in sizes 8%, 9, 
and 95@ in. square. The colors are black 
with green, ivory with brown, and black 
with red. The cages are equipped with 
transparent, tinted seed guards and drawer 
pans. There are also stands to match. 

The Lindemann organization is publish- 
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ing a supplement describing a new line of 
round cages. Interested dealers are in- 
vited to send for a catalog and supplement. 


Climax Bottle Capper No. 250 


The Everedy Co., Inc., Frederick, Md., 
is manufacturing the “Climax” bottle 
capper No. 250. This item is said to be 
identical in many ways with cappers of 
a higher price. It has gears and rack 
of high carbon steel with extra large 
teeth. A double braced steel post is riv- 
eted to the base and has been designed 
to withstand bending and stretching. The 
spring handle lift returns the handle to 
the starting position after a bottle has 
been capped. A comfortable handle pro- 
vides good leverage. 

Capper No. 250 is heavily nickel plated 
to prevent corrosion and seals any bottle 








up to one quart in size. Packed 12 to a 
shipping box, weighing about 37 Ibs. 








Ten Purpose Sprinkler-Filler 


A unique sprinkling can that may be 
used for many purposes has been placed 
on the market by the Closed Top Utensils 
Co., 316 S. Clark Street, Chicago, III. 

The Ten Purpose Sprinkler-Filler will 
deliver exactly and evenly with one hand, 
water, liquid fertilizer, liquid insecticide, 


etc. It can also be used as a radiator 

















filler, minnow pail and auto washer. The 
manufacturer states that this item deliv- 
ers bell-like to hills and clusters, or a 
narrow flow in drills. Made in one piece, 
of 28 gage galvanized metal, size 8 by 
10 in., and capacity 8 qt. 





The Savory Stainless Metal 


One of the latest developments in an 
improved material for kitchen utensils is 


Savory Stainless Metal, recently intro- 
duced by Savory, Inc., Buffalo, N. Y., 
(owned and managed by the Republic 


Metalware Co.). Each piece in the line 

carries with it a ten-year guarantee. 
Savory Stainless Metal is not affected 

by food acids; is highly polished and sil- 





very bright, and may be kept like that 
always, simply with soap and water. It 
requires no scouring. The manufacturer 
states that it will not stain or rust; neither 
will it discolor except at extremely high 
temperatures, when it may assume a slight- 
ly golden tone. It will not taint foods 
and foods may safely be stored in it. 
Savory Stainless Metal is offered in 
many modern shapes. New and high-class 
window and counter displays are available. 
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Selling Code Is Prime Need 


Industries Must Set Up Standards to Check Unfair Competition—Remedy for Short-Sighted 
Selling Lies in Cooperation, Not Laws 


By CHARLES F. ABBOTT* 


E are now face to face with the problem of distribu- 
Wie: of scientific marketing and selling. Most men 

will agree that, even with business activity at a high 
pitch, prices have been unsatisfactory, profits have been disap- 
pointing and competition has been more difficult to meet. 

Short-sighted selfishness is the root of most selling troubles. 
Until it gives way to a spirit of justice and fairness and a 
sense of duty to one’s industry, we cannot expect real relief. 
It is only through sincere cooperation and fair play that a way 
can be found to dissipate unenlightened competitive practices. 

No cure for this malady can be obtained through any legal 
process; the only hope rests in spreading the spirit of fair 
dealing and industry-consciousness. To this end the best avail- 
able plan is the setting’ up of ethical standards and then striving 
for their general adoption. 

Moses gave the world the Ten Commandments, the first of 
all ethical codes. Murders are still being committed, but crime 
has been sharply reduced throughout civilized countries and most 
of the people everywhere are at least trying to live up to the 
code of living set forth in the decalogue. 


Only Unskilled Amateurs Break the Rules to Win 


In business many of our unfair practices are blamed on the 
buyer. But we must not forget that most of the unfair tactics 
used by the buyer were taught him by the over-anxious seller, 
who is now being confounded by tricks of his own creation. 

Who can deny that it is unfair for a seller to submit a second 
and lower price when the order rightfully belongs to a com- 
petitor? Or that it is improper for a manufacturer to solicit 
business from jobbers and then go directly to the jobbers’ 
customers with prices as low or lower than those established 
for the jobbing trade? 

The acceptance of a standard selling -code is essential. 
Eventually this need will be recognized. Little men think them- 
selves wise when they take an hour to figure out how they 
can beat out a competitor. Big men are continuously searching 
for ideas that will build up their business. Herbert Casson 
once stated that in business as in golf it is only the unskilled 
amateurs who have to break the rules to win; and in both golf 
and business they are soon found out. 


Making Each Sa'e Stand on Its Own Bottom 


In the past sales executives have devoted too much attention 
to volume instead of profits. Hard pressed to obtain business 
and keep it away from competitors, they have been driven into 
a state of volume-mindedness. Today, this attitude is being 
changed by the campaign to increase net profits now being 
pushed by far-sighted commercial executives. 

Sales totals are being “broken down” to determine selling 
costs. By finding the percentage of selling expenses to the sales 
of each sales representative attention is being focused on the 
net profit from each sale. Sales organizations are becoming 
“profit conscious,” and this calls for a radical change in per- 
sonnel and policies. The day of the volume seeker is passing. 


Production Must Be in Keeping with Demand 


Industry must understand and accept the theory of stabilized 
production. It must recognize the folly of attempting 100 per 
cent output with a 50 per cent demand. It must recognize the 
spirit of live and let live and avoid practices that invite reprisals 
and lead to price demoralization. It must add a profit to total 
cost in fixing selling prices. It must learn that a million times 


ee director American Institute of Steel Construction, New 
ork. 





nothing is still nothing. Failure to adhere to a one-price policy 
invites price wars. The one-price policy is a basic fundamental 
of sound salesmanship. Without it, a selling program is at the 
mercy of the buyers. 

Fair dealing calls for a price structure that is in keeping with 
a reasonable profit. If concessions are to be made, they should 
be based cn cost reduction instead of cutting into the margin 
of profit. 


Refusal to Cooperate Injures Entire Industry 


The obvious advantages of doing business on a stable and 
equitable price basis accounts for the growing interest in a stand- 
ard selling code. Such a ccde is still regarded as visionary by 
some, but certainly nothing is to be lost in cultivating the sense 
of fair play innate in every man and enccuraging habits of 
cooperation. Few factors do more to retard the natural progress 
of a business or a movement than the lack of intelligent co- 
operation. 

The individual who refuses to cooperate with his competitors, 
and who insists upon ruthless price cutting as a means of 
obtaining business, is worse than a criminal. He is a fool. He 
not only pulls down the standing of his company; he not only 
pulls down his competitors; he pulls down himself and his 
whole trade. He scuttles the ship in which he himself is afloat. 


Codes of Selling Practice Now in Effect 


Practical codes of selling practice have been prepared and 
adopted by many organizations with splendid results. Among 
those that have done so are the Better Business Bureau, the 
International Advertising Association, the National Association 
of Purchasing Agents, the American Society of Civil Engineers, 
the American Institute of Architects, the Chamber of Commerce 
of the United States and the National Association of Credit 
Men. Industries that are profiting by the use of codes of 
practice include the Associated General Contractors, the Amer- 
ican Face Brick Association, the Electric Power Club, the 
National Slate Association, the American Electric Railway 
Association, the National American Wholesale Lumber Asso- 
ciation, the Motion Picture Theater Owners of America and 
the National Retail Hardware Association. 

There is a distinction between so-called codes of standard 
practice and those that deal exclusively with ethics. Some five 
years ago the American Institute of Steel Construction prepared 
and adopted a Code of Standard Practice. This code includes 
rules that control all contractual relations between the buyer 
and the seller. Written in a positive form, it clearly specifies 
just what each party may expect. Its use has eliminated the 
misunderstandings and controversies that previously existed. 
Many economies have followed its general acceptance and the 
public has benefited to a large extent. 


Selling Practices That Are Harmful 


Codes of selling practice deal with the ethics inyolved in 
sales relations between manufacturers, jobbers, retailers and 
consumers and between each other within these groups. 

The jobbing industry extends an invaluable service to the 
public in being able to supply small orders promptly. Its over- 
head expenses and other items, added to the cost of its stock 
plus a reasonable profit, go to make up its sales prices. Unless 
the manufacturers are willing to recognize the value of this 
service, and refrain from quoting prices directly to the customer 
that fail to include the distributer’s charges, then the warehouse 
industry cannot possibly continue. Its elimination would inflict 
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a* handicap upon the public in taking away a service that no 
producer is equipped to extend. 

There are manufacturers who produce raw materials that 
are sold to industries for fabrication into various products and 
resold by them to jobbers, retailers or consumers. If the orig- 
inal producer were to set up a fabricating plant of its own, 
supply the raw material at production costs and operate the 
plant as a means of increasing the output of the producing unit 
without regard to profits in the rehandling, and sell the output 
directly to jobbers, retailers or consumers at prices lower than 
the fabricating industry could possibly quote, then such a policy 
would naturally be held unfair and unethical. Dissatisfact:on 
would follow, and conditions would force the intermediate indus- 
try to seek another source of supply. 

An unethical practice that should be universally condemned 
is for a buyer to lead the seller to believe that his prices are 
high when he is actually the low bidder. It never pays to 
jeopardize an important source of supply and, unless all trans- 
actions can be concluded on a basis of reasonable profit, then 
substitutions follow with serious impairment in quality and 
service. 

Commercial bribery is another unethical practice which dissi- 
pates sound salesmanship and stamps all parties addicted to it 
as irresponsible and dishonest. 

Failure to apply a fixed price policy is an unethical practice. 
To submit a price as a “practice shot” with five or six lower 
ones held in reserve is an unfair policy. The buyer suffers 
from the lack of stabilized prices, while the se!ler Icses if he 
makes successive price cuts when his first quotation may have 
been the lowest. A salesman without courage is like a sh:p 
without a rudder. He is continually being blown about in 
different directions by the winds of fear, doubt and uncertainty. 

A manufacturer who depends on the jobber as his logical 
distributer engages in an unethical practice whenever he sells 
the financially irresponsible or those without equipment or 
recognition in the industry, and at prices as low or lower than 
those scheduled for the jobber. 


Country’s Commercial Failures 
Show Moderate Increase 


The strains incidental to the annual 
settlements are reflected more plainly in 
the second week’s insolvency record, 635 
failures in the United States being re- 
ported to R. G. Dun & Co. A satisfac- 
tory comparison with the returns for the 
two immediately preceding weeks cannot 
be made, for those periods included five 
business days only. A year ago, however, 
the statement was for six days and showed 
628 defaults, or almost as many as in the 
present week. The increase this week was 
in the East and on the Pacific Coast, both 
the South and the West revealing declines. 

Rising to 80, Canadian failures this 
week are somewhat above the 70 defaults 
reported to R. G. Dun & Co. a year ago. 

Bradstreet’s reports 515 failures for the 
week in the United States, as compared 
with 373 for the previous week and 501, 522, 
523, 566 for the corresponding weeks 1928 
to 1925. .The New England States had 
61, Middle Atlantic 157, Western 104, 
Northwestern 39, Southern 120, and Far | 
Western 34. Canada had 58 defaults for 
the week, against 56 for the preceding 
week. In the United States about 75 per 
cent of the concerns failing had $5,000 
capital or less. 


35,000,000 persons 


pared with 


in 1922. 





about $6,000,000. 


this year. 





New Muralo Girl Calendar 


The Muralo Co., Staten Island, N. Y., 
has been distributing to the trade a most 
attractive “Muralo Girl” calendar for 1929. 





1928 Radio Sales Estimated to Be | 
About $650,550,000 


Radio sales in 1928 amounted to about 
$650,550,000 against $425,600,000 in 1927. 
All records for total cost and number of 
sets sold and the growth of the listening 
public were exceeding, according to Radio 
Retailing, which made public yesterday the 
statistics of its annual survey of the radio 
industry in this country. 

The listening public was said to have | 
increased this year in America to about | tlement, which permits the crook literally 
against an 
26,000,000 in 1927 and 75,000 in 1922. 
of all types in use this year were said to 
have reached 9,000,000 in number, as com- 
7,500,000 


Tubes sold in 1928 totaled 50,200,000, the 
total representing an outlay of $67,300,000. 
In 1922 tube sales totaled 1,000,000, ccsting 
About 
speakers were sold for about $66,400,000 


Battery sales, reflecting the trend toward 
sets operating from house current, showed 
a decrease for 1928, the report said. 
penditures for “A,” “B” and “C”’ batteries 
totaled $50,400,000, against $68,000,000 in 
1927 and $80,000,000 in 1926. A drop from 
$34,000,000 in 1927 to $17,500,000 is shown 
in “A” and “B” power units, storage bat- 
teries and chargers in 1923. 


The following subjects could well be covered in a code of 
selling practice: 
1. A. one-price policy. 


2. Commercial bribery. 

3. Attitude toward competitors. 

4. Misrepresentation. 

5. Secret rebates. 

6. Unfairness of selling at or below cost. 
7. Preferential allowances. 

8. Price discrimination. 

9. Arbitration. 


10. An agreement to uphold the standards as established 
by the industry and avoid substitution or impairment 
of quality or workmanship. 


How Federal Commission Can Aid in Enforcing Codes 


The Federal Trade Commission is now prepared to supervise 
trade practice conferences whenever its assistance is solicited 
by a representative majority of the group interested. Forty 
of these conferences have already taken place and about 30 
applications are pending. 

The commission holds that a clandestine violation of a trade 
practice conference rule by one who has openly subscribed to 
that rule is an unfair method of competition within the meaning 
of the Federal Trade Act. 

Industry is awakening to a realization that its competitive 
methods must be adjusted upon a basis that will permit fair 
profits. Failure to do so may invite Government regulation 
to protect the public, which eventually suffers when business 
exists on an unprofitable basis. Rancor, hatred and jealousy 
must give way to just relationships based upon codes of ethical 
practice. 

Business men on the average are growing better. They are 
becoming more intelligent and better educated. This makes for 
legitimate advancement and prosperity. The secret of better 
business is to climb up from retaliation to reciprocity. Codes 
of selling practice will speed up that evolution. 


This concern is one of the largest manu- | Bankruptcies May Be Placed in 
facturers of water paints in the world. 


| 
Creditors’ Committees Hands 


Following the launching of a campaign 
for a fund of $1,750,000 to continue its 
|} war on commercial crime, the National 
Association of Credit Men, in a bulletin 
sent to its 28,000 member banks and _ busi- 
ness houses recently, urges that bankrupt 
cies be placed in the hands of competent 
creditors’ committees so that the 
can be conserved and saved from possible 
mishandling. 

The credit association specifically warns 
| against compromising in dishonest bank- 
ruptcies, saying that the compromise set- 


assets 


estimated 


: to buy off prosecution by returning to 
Sets | 


creditors a small part of his loot, is the 
strongest defensive weapon of the bank- 
ruptcy crock. 

“With general policy dictating 
broad extension of credit accommodation, 
and with the compromise settlement giv- 
ing the crook his strongest defensive 
weapon, bankruptcy fraud holds a power- 
ful appeal for the dishonest man in busi- 
ness and for many kinds of criminals at- 
tracted by the lure of easy riches,” the 
bulletin says. 

It states that “this 
piracy” might have been a necessary evil 
a few years ago “because the victimized 
manufacturer, jobber had 
only slight opportunity for redress,” but 
that today the compromise settlement can 
be effectively dealt with. 


in 1927 and 60,000 


sales 


2,460,000 loud- 


form of business 


Ex- 


wholesaler or 
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WASHINGTON NEWS LETTER 


Recent Supreme Court Interpretation on Price Discrimination 
—Department of Commerce Has National Credit 


(Washington Bureau of HARDWARE AGE) 

Interpretation in a recent decision 
of the United States Supreme Court 
in the American Can Co. case of the 
price discrimination clause of the 
Clayton anti-trust act is one of the 
most important rulings of the kind 
ever made in connection with the anti- 
trust laws of the country. It makes 
clear the correct version of that clause 
and affects manufacturers, jobbers, 
wholesalers and retailers alike. In 
brief, it was held by the Supreme 
Court that a producer or distributor 
cannot give better prices to one cus- 
tomer than to another when the quan- 
tities ordered and the service rendered 
are identical. To do otherwise was 
held to be a violation of the clause, 
Section 2 of the Clayton act, which 
provides that it shall be unlawful for 
any person engaged in commerce, in 
the course of such commerce, to dis- 
criminate in price between different 
purchasers * * * where the effect of 
such discrimination may be to substan- 
tially lessencompetition or tend to create 
a monopoly in any line of commerce. 

The George Van Camp & Sons Co. 
had brought suit in the United States 
District Court in Indiana to enjoin the 
American Can Co. and the Van Camp 
Packing Co. from violating Section 2 
of the Clayton act. The Van Camp 
& Sons Co. charged that the American 
Can Co. was selling its tin cans and 
leasing its machinery for sealing the 
cans at a lesser price to the Van Camp 
Packing Co. than to the George Van 
Camp & Sons Co., with the result that 
the two companies could not compete 
on the basis of quality of their prod- 
ucts and that the discrimination was 
tending to create a monopoly in the 
Van Camp Packing Co. The District 
Court upheld the contention of the 
American Can Co. that the words “in 
any line of commerce” related to the 
line of commerce in which the seller 
is engaged, and that, being the manu- 
facturer of tin cans, while the buyers 
were purchasers of tin cans, the pro- 
hibition did not apply. The George 
Van Camp & Sons Co. appealed to the 
Circuit Court of Appeals for the 
seventh circuit, and the latter court 
certified the question to the United 
States Supreme Court, which reversed 
the lower court and held for the George 
Van Camp & Sons Co. 

It has been pointed out that the 
Supreme Court’s decision means that 
a producer may not, for instance, give 
lower prices to a chain store organiza- 
tion than to independent wholesalers 
provided the quality and quantity are 











Survey Under Way 
By L. W. MOFFETT 


the same, but allowing for differences 
in transportation costs or discrimina- 
tion made in good faith to meet com- 
petition. 

Thus the clause does not pertain 
merely to selling as it may affect 
manufacturers, but reaches out to the 
buyers as well, so that competitors 
have the right to buy at the same 
prices, all things being equal. Secret 
prices or price privileges are illegal. 

The subject of price discrimination 
is one of the outstanding issues in 
connection with the competition be- 
tween independent and chain stores as 
well as in other lines, and rules against 
price discrimination have been adopted 
by the Federal Trade Commission. It 
is considered by many that the deci- 
sion of the Supreme Court rendered 
unnecessary proposed price discrimina- 
tion legislation. 

After a comprehensive review of the 
American Can Co. case, the Supreme 
Court decision, delivered through Mr. 
Justice Sutherland, said, in part: 

“These facts bring the case within 
the terms of the statute unless the 
words ‘in any line of commerce’ are 
to be given a narrower meaning than 
a literal reading of them conveys. The 
phrase is comprehensive and means 
that if the forbidden effect or tendency 
is produced in ONE out of ALL the 
various lines of commerce, the words 
‘in ANY line of commerce’ literally are 
satisfied. The contention is that the 
words must be confined to the particu- 
lar line of commerce in which the dis- 
criminator is engaged, and that they 
do not include a different line of com- 
merce in which purchasers from the 
discriminator are engaged in competi- 
tion with one another. In support of 
this contention, we are asked to con- 
sider reports of Congressional com- 
mittees and other familiar aids to 
statutory construction. But the gen- 
eral rule, that ‘the province of con- 
struction lies wholly within the domain 
of ambiguity,’ * * * is too firmly estab- 
lished by numerous decisions of this 
Court either to require or permit us 
to do so. The words being clear, they 
are decisive. There is nothing to con- 
strue. To search elsewhere for a 
meaning, either beyond or short of that 
which they disclose, is to invite the 
danger, in the one case, of converting 
what was meant to be open and pre- 
cise, into a concealed trap for the un- 
suspecting, or, in the other, of reliev- 
ing from the grasp of the statute some 
whom the legislature definitely meant 
to include. Decisions of this Court, 
where the letter of the statute was not 





deemed controlling and the legislative 
intent was determined by a considera- 
tion of circumstances apart from the 
plain language used are of rare occur- 
rence and exceptional character, and 
deal with provisions which, literally 
applied, offend the moral sense, involve 
injustice, oppression or absurdity, * * * 
or lead to an unreasonable result, 
plainly at variance with the policy of 
the statute as a whole. * * * Nothing 
of this kind is to be found in the pres- 
ent case. The fundamental policy of 
the legislation is that, in respect of 
persons engaged in the same line of 
commerce, competition is desirable, and 
that whatever substantially lessens it 
or tends to create a monopoly in such 
line of commerce is an evil. Offense 
against this policy, by a discrimina- 
tion in prices exacted by the seller 
from different purchases of similar 
goods, is no less clear when it produces 
the evil in respect of the line of com- 
merce in which they are engaged than 
when it produces the evil in respect of 
the line of commerce in which the 
seller is engaged. In either case a 
restraint is put upon ‘the freedom of 
competition in the channels of inter- 
state trade, which it has been the pur- 
pose of all anti-trust acts to main- 
a eS 





In spite of the size and nature of 
the undertaking, work is progressing 
steadily on the national retail credit 
survey being conducted by the Domes- 
tic Commerce Division, Department of 
Commerce. 

The data called for, the Division 
pointed out, should enable the working 
out of correlations between credit 
losses and proportion of price repre- 
sented by down payments, broken, 
down by different lines of business. 
At present a merchant requiring a 
down payment of 33% per cent can 
resort only to trial and error methods 
to ascertain whether decreasing the 
amount of the down payment will in- 
crease his losses or whether such in- 
crease will be in proportion to the re- 
duction in the down payment. It is 
hoped to work out, on the experience 
of the large group covered, expectancy 
tables by which a merchant in any 
particular line can safely assume that, 
his credit terms being thus and so, his 
losses will bear a readily calculable re- 
lation to those terms. The length of 
time over which payments are spread 
will also be studied in its relation to 
losses in the various lines of retail 
trade which are conducted on a credit 
basis. 
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Hardware Trade N ormally Active— 


Good Spring Trade Looked For 


NEW YorK, Jan. 23.—With the exception of slight spottiness in 
some sections, hardware trade throughout the country is normally 


active and promises a good spring volume. 


Even where spottiness 


occurs, basic conditions are sound and improvement is looked for 


very soon. 


heavy stocks on retailers’ shelves. 


Fill-in orders being received by jobbers indicate no 


Western market centers radiate 


prosperity and optimism for the future. 

Several price readjustments are reported, and these are mainly 
firm, advances being the case in some instances. 

Collections are fairly satisfacstory in most cases. 





Revenue Freight Loadings Rise 
131,137 Cars in Week 


Loading of revenue freight for the week 
ended Jan. 5 totaled 798,723 cars, the car 
service division of the American Railway 
Association announced on Jan. 16. Com- 
pared with the preceding week, this was 
an increase of 131,137 cars, with increases 
being reported in the total loading of all 
commodities. 

The total for the week of Jan. 5 also 
was an increase of 44,476 cars over the 
corresponding week in 1928 but a decrease 
of 135,167 cars under the corresponding 
week in 1927. 

Loadings for the week compared with 
the corresponding week last year were as 
follows: 

Miscellaneous freight, 292,390 cars, an 
increase of 40,715 cars; coal, 171,623 cars, 
a decrease of 3354; grain and grain prod- 
ucts, 41,798 cars, increase 5083. In the 
western districts alone grain and grain 
products loading totaled 29,808 cars, in- 
crease 4464 cars over same week of 1928. 
Live stcck totaled 26,914 cars, a decrease 
of 2144. In the western districts alone 
live stock loading totaled 20,059 cars, de- 
crease 1626 under same week 1928: mer- 
chandise less than carload lot freight, 
201,074 cars, an increase of 1308 cars; 
forest products, 45,209 cars, increase 567; 
ore, 8989 cars, an increase of 1610; coke, 
10726 cars, an increase of 691 cars. 


New York Bankers See 1928 
Record Production Year 


The Bankers Trust’Co., New York City, 
in its review issued recently of the finan- 
cial situation during 1928, declares that 
one of the most satisfactory elements in 
the situation has been the continuation of 
sound business developments despite diffi- 
cult credit conditions. The key industries, 
the bank finds, have established new high 
records of production. 





“The last quarter of 1928 brings to a 
close one of the truly prosperous years 
in the history of the country,” declares 
the bank. “Production figures for the 
most part are ahead of those for 1927, 
and prices are higher. As a consequence, 
profits have been very satisfactory. To 
be sure, there are exceptions to the gen- 
eral rule. The textile and coal industries 
are still in a state of marked depression, 
and the rubber industry, which had a sharp 
drop in the price of raw material, has had 
a falling off in profits. However, the 
‘key’ industries, iron and steel manufac- 
ture, automobile production and building 
construction, have set new records. Manu- 
facture in general has expanded, and the 
agricultural situation has improved with 
the harvesting of satisfactory crops. Em- 
ployment conditions are decidedly better 
than a year ago. 

“One of the most satisfactory phases 
of the present situation is the fact that 
general prosperity has been maintained in 
the face of radically changed credit con- 
ditions. At the beginning of 1928 easy 
money prevailed. A number of factors, 
however, increasing gold exports, brokers’ 
loans, and an increase in the disccunt rates 
of most of the Federal Reserve banks re- 
sulted in a decided hardening of interest 
rates.” 


Bank Clearings in U. S. Show 
Increase of 15.9 Per Cent 


Bank clearings in the United States for 
the week ended Jan. 10, as reported in 
Bradstreet’s Journal, aggregated $15,103,- 
053,000, as against $14,390,443,000 last 
week and $13,009,451,000 in this week last 
year. This week’s total shows an increase 
of 4.8 per cent over last week and 15.9 
per cent over the like week a year ago. 
Canadian clearings aggregated $424,037,000, 
against $385,906,000 last week and $375,- 
071,000 in this week last year. 





U. S. Bank Deposits Total 
$36,758,000,000 for 1928 


There were at the close of 1928 approxi- 
mately 23,000 commercial banks in the 
United States with total deposits of $36,- 
750,000,000. Of these banks there are 284 
which have deposits of $20,000,000 and up- 
ward, with aggregate deposits of $26,822,- 
752,000, or 73 per cent of the total deposits 
of all banks. 

These 284 banks have been tabulated in 
the current issue of the Financial Age in 
their numerical order, according to their 
deposit standing Dec. 31, 1928, and com- 
pared with their standing one and_ five 
years ago, and the tabulation shows the 
great trend of consolidations into large 
units of the banking business. 

Of the larger banks on the list, there 
are 61 which have deposits ranging from 
$100,000,000 to over $1,000,000,000, and 54 
which have from $50,000,000 to $100,- 
000,000. 


Week’s Price Average 97.1 P. C., 
Says Prof. Irving Fisher 
Prof. Irving Fisher of Yale University 
announced on Jan. 13 that the previous 
week’s wholesale commodity prices, based 
on Dun’s quctations, averaged 97.1 per 
cent. The December average was 97.0 
per cent; the yearly average was 98.2 per 
cent. The purchasing power of the dollar 
was 103 cents on a 1926 basis of 100 cents. 
The December average was 103.1 cents; 

the yearly average was 101.8 cents. 

English prices for 
1926 level was 
was 93; 


Crump’s index of 
the week on the revised 
92.9" The December average 
the yearly average was 93.8. 

The Italian index on the revised 1926 
level for the week ended Dec. 29 was 76. 
The average for November was 75.8. 


Bank Debits Up 5.8 Per Cent in 
Week to $21,879,325,000 


accounts, as re- 


Debits to individual 
ported to the Federal Reserve Board by 
banks in leading cities for the week ended 
Jan. 9, aggregated $21,879,325,000, or 5.8 
per cent above the total of $20,688,966,000 
reported for the preceding week, which 
included but five business days, and 27.6 


per cent above the total for the week 
ended Jan. 11, 1928. 
Aggregate deb:ts for 141 centers for 


which figures have been published weekly 
since January, 1919, amounted to about 
$20,860,442,000, as compared with $19,- 
641,880,000 for the preceding week and 
$16,204,865,000 for the week ended Jan. 
11, 1928. 
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Exceptionally Healthy Business Conditions 
Reported from Missouri River Crossings 


(Kansas office of HARDWARE AGE) 


KANSAS CiTy, Jan. 22.—Current hardware business is good— 
better than it was this time last year, which started off well. Though 
volume was running favorably in December, the first weeks of the 
New Year show a positive pick-up. 


Both retail and jobbing stocks are developing some 
Dealers continue to jubilate over their holiday trade. 


speaking, it was lively. 
Sidewalk bikes, 


“shorts.” 
Generally 


velocipedes and juvenile automobiles moved 


freely. However, there are indications of a carry-over on small 


wagons and sleds, even with snows and icy weather. 


Shoe-skates 


have been moving rapidly. They are tending in some quarters to 


replace the regulation ice skates. 


The washer business is brisk. All 
along the line, with rare exceptions, 
the January movement and outlook are 
splendid. More spontaneous prosperity 
talk is heard among both wholesalers 
and retailers than for eight years. 
Business is being conducted on a profit- 
able basis. 

Credits are healthy. Stocks are pretty 
well cleaned up. Discounts are being 
taken freely. Inventories are low. The 
farmers seem to have the cash to spend. 
For this time of the year there is little 
unemployment in the cities. Dealers 
have cleaned up their accounts to a 
large extent. 

Last week Kansas City was crowded 
with retail hardware merchants attend- 
ing the fortieth annual convention of 
the Western Retail Implement and 
Hardware Association. 

The Western Hardware Show occu- 
pied Convention Hall with a vast ar- 
ray of exhibits which were seen by 
perhaps forty thousand, including the 
trade. To a greater degree than has 
held true for years, optimism was the 
keynote. 


ALCOHOL.—Business is going out in 
volume, under the influence of freezing 
temperatures. Prices are stiff. 

JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B’ MISSOURI RIVER 
CROSSINGS: 

Denatured alcohol, 188 proof, for- 
mula 5, in 55-gal. drums, 61c. per 
gal.; in lots of 5 to 9 drums, 59c. per 
gal.; 10 to 19 drums, 57c. per gal.; in 
lots of 20 or more drums, 56c. per 
gal.; $6 charge for drums, subject to 
eredit on return. 


AXES.—tTrade is only fair, though 
better than formerly. Prices show no 
change. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. MISSOURI RIVER 
CROSSINGS: 

First gay af —- bitted unhan- 
dled axes . $14.50 base; 
handled, $18. “5. te $20. 50 base. 


BUILDERS’ HARDWARE.—For this 
time of the year the movement is good. 
Prices are stiffening. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. MISSOURI RIVER 
CROSSINGS: 





Case lots of 2% x 2% steel butts, 
old copper and dull brass finish, 
$19.25 a hundred pair; 3% x 3%, $20 
a hundred pair; 4 x 4, $27 a hundred 
pair; heavy steel bevel inside sets, 
case lots, $5.50 per doz.; steel bit- 
keyed front door sets, $18 per doz. 
set; wrought bronze metal, $2.25 per 
set; cylinder front door sets, wrought 
bronze metal, $6.50 per set. 


CARRIAGE AND MACHINE BOLTS. 
—Demand is fairly brisk. No price 
changes. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. MISSOURI RIVER 
CROSSINGS: - 

Small carriage, rolled thread, 50- 
10-10-5 off list; small carriage cut 
thread, 50-10-5 off list; large carriage 


cut thread, 50-10-5 off list; small 
machine rolled thread, 50-10- 10-5 off 
list; small machine cut, 50-10-5 off, 


from list as of April 1, 1927. . 
EAVES TROUGH AND CONDUCTOR 
PIPE.—Orders keep coming in regard- 
less of the lateness of the season. Fu- 


| tures are good. Prices firm. 


JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. MISSOURI RIVER 
CROSS ronal 

28 gage in. lap joint eaves 
trough, $4. "5° per 100 ft.; 28 gage, 3 
in. conductor pipe, $5 per 100 ft. 


4 
MILD STEEL BARS.—A gratifying 
volume continues to register. Prices 
are a bit weak. 

JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. MISSOURI RIVER 
CROSSINGS: 

Bars, shapes and 
$3.56 per cwt. base; 
and shapes, $3.66 per cwt.; mild steel 
bands, 3/16 and lighter, $4.21 per 
ewt.; steel hoops, $4.66 per cwt.; re- 
inforcing bars, $3.40 per cwt.; cold 
rolled round shafting, $4.16 per cwt.: 
cold rolled square bars, $4.66 per cwt. 


NAILS.—Movement is fair, but nor- 
mal for midwinter. Recent advance of 
10c. a keg holds. 

JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. MISSOURI RIVER 
CROSSINGS: 

Common wire nails, $3.50 per keg, 
base (see new extras). 

OIL.—Business is up to the average 
for this time of the year. Prices com- 
petitive. 

JOBBERS’ QUOTATIONS TO RE- 

TAILERS, F.O.B. MISSOURI RIVER 
CROSSINGS: 

Raw linseed oil in bbl. lots, 87c. per 


gal.; boiled linseed oil in bbl. ‘lots, 
0c. per gal.; raw linseed oil in half 


small angles, 
structural sizes 





bbl. lots, 92c. per gal.; turpentine in 

bbl. lots, 69c. per gal.; turpentine 

in half bbl. lots, 74c. per gal. 
RADIATOR SHIELDS.—Low temper- 
atures are stimulating trade. No price 
changes. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. MISSOURI RIVER 
CROSSINGS: 


Radiator shields, Gem, sahernhe. 


No. : 4; No. l-a, $4.50; N $4.50; 
No. 5; No. 4, $5; 7) 5, 57 50: No. 
6, $6. "No. 6- b, $6; No. $6.50; No. 8, 


$7. These prices are “Se per each 
and subject to dealers’ discount of 30 
per cent. These models with water 
humidifiers are $1 extra each, list. 


REGISTER SHIELDS.—Business is 
good. Prices continue without change. 


JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. MISSOURI RIVER 
CROSSINGS: 


Register shields, Gem, No. 1, floor 
type, $12; No. 10 floor type, $10; No. 
2, wall type, $6, and No. 20, wall 
type, $5.20. Prices are net m dealers 
per dozen. No. 1 and No. 2 are 
oxidized copper. No. 10 and No. 20 
are black enameled. 


ROPE.—Volume continues fair, stim- 
ulated somewhat by the guarantee of 
present prices until April. 


JOBBERS’ a glide op TO RE- 
TAILERS, F.O.B. MISSOURI RIVER 
CROSSINGS: 


Highest quality manila rope, stand- 
ard brands, 22c. per Ib., base; No. 
manila, standard brands, 20c. per Ib., 
base; No. 1 sisal rope, highest qual- 
ity, standard brands, 19c. per Ib.; 
No. 2 sisal rope, standard brands, 
1514¢. to 17c. per Ib., base. 


SANITARY PRODUCTS.—Business is 
still brisk. No price changes. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. MISSOURI RIVER 
CROSSINGS: 


pipe opener, 16 oz. cans, 
$2.15 per doz.; case lots (24), $2 per 
doz.; bowl cleaner, 22 oz. cans, $2 per 
doz.; case lots (24), $1.85; furniture 
luster, No. 6, “Presto,” 6 oz. bottles, 
$2.75 per doz.; case lots (12), $2.60 per 
doz.; No. 12 ‘*Presto,” $4.50 per doz.; 
case lots (12), $4.32 per doz.; Pile and 
porcelain cleaner, $1.35 per doz.; case 
lots (24), $1.20 per doz.; window 
cleaner, $3.75 per doz.; case lots (12), 
$3.60 per doz.; waterless cleaner, 
$5.55 per doz.; case lots (12), $5.40 
per doz.; “Silvershyn,” $1.95 per doz.; 

case lots (72), $1.80 per doz.; ‘“‘Met- Le 
Shvn,”’ $3.75 per doz.; case lots (48), 
$3.60 per doz.; oil soap, $2.75 per 
doz.: ease lots (36), $2.60 per doz.; 
drv cleaner, $3.75 per doz.; case lots 
(12), $3.60 per doz. 


SASH WEIGHTS.—tTrade is moderate. 
Prices firm. 


JOBBERS’ bp igh Bob Baty, | TO RE.- 
TAILERS, F.O.B. MISSOURI RIVER 
CROSSINGS: 


In one-ton lots or more, $1.90 per 

ewt.; less than ton lots, $2.00 per cwt. 
SCREWS.—Business shows some im- 
provement. No price changes. 

JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. MISSOURI RIVER 
CROSSINGS: 

Flat head bright ag ih me 
per cent off list; round blue 
screws, 4244-15 per cent on “iste fat 
head brass screws, 424%-15 per cent 
off list; round head brass screws, 
37%-15 per cent off list. 


“Presto” 
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SKATES.—Icy weather has stimulated 
trade, especially on snow skates. Prices 


steady. 

JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. MISSOURI RIVER 
CROSSINGS: 

Ice skates, clamp, Union MHard- 
ware Co., ep: No. 1624, $0.84 per 
air ; No. $1.19; No. 524%, 
1.19; No. 4a 1.50; No. 5124, $1.06; 
No. 562444, "44; No. 524%, $1.45; 
tubular aluminum, No. 80 hockey, 
$2.96; No. 280 hockey, nickel, 

Shoe skates, T. A. Wood shoe com- 
bined with No. 80 Union tubular, 
$5.00 per pair, for men or women. 


STORAGE BATTERIES. — Cold 
weather is bringing brisk business. 
Prices are somewhat steadier. 


we es tg QUOTATIONS TO RE- 
AILERS, F.O.B. MISSOURI RIVER 
CROSS! NGS: 





Automobile, 6 volt, 11 plate, heavy, 
standard terminal, $9.10 each; 6 volt, 
13 plate, $10.75 each; 12 volt, 7 plate, 
$12.85; 6 volt, 11 plate, thin, stand- 
ard terminal, $7.35; 6 volt, 13 plate, 
thin, for Ford and Chevrolet, $8.05. 


TIRES.—Trade has slackened in con- 
formity with the season. Prices not 
very: firm. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0O.B. MISSOURI RIVER 
CROSSI INGS: 

Mansfield automobile, covered by 
standard warranty, 30x 34, oversize, 
heavy duty cord, s.s., cl., 


32 x 4%, $15.95; 33 x 414, $16.60; 3:3 
-70. Balloon, 29 x 4.40, regular. 
30 x 4.50, $8.90; 30 x 5.25, $12.5 
jth $12.90; 31 x 6.00, $17.10; 33 
0, $18. Trucks, 32 x 4%, 8 ply, 
320, if 33 x 4%, $21.80; 30 x 5, $26.20: 
32 x 6, $32.40; 36 x 6, 10 ply, $46.60; 





34 x 7, $60.15; 40 x 8, 12 ply, $91.60. 
(All foregoing prices subject to 5 per 
cent trade discount.) 


TUBES.—Business has slowed down in 
response to the weather. Prices weak. 


JOBBERS’ QUOTATIONS TO RE. 
TAILERS, F.0O.B. MISSOURI RIVER 
CROSSINGS: 


Mansfield, 30 x 3%, heavy duty, 
tan, $15.60 per doz.; 31 x 4, tan, $12 
per half doz.; 33 x 4, tan, $13. 20 per 
half doz.; 32 x 44, tan, $15 per half 
doz.; 33 x 4%, tan, $15.60 per half 
doz.; Balloon, 29 x 4.40, heavy duty, 
$18.60 per doz.; 30 x 5.25, $12.90 per 
half doz.; 31 x 6.00, $14.70 per half 
doz.; 33 x 6.00, $16.60 per half doz. 
(All foregoing prices subject to 10 
per cent trade discount.) Special 
brand tubes, 30 x 3%, 55 to 70 gage, 
2%-in. pole, reinforced valve base, 
vulcanized splice, full size valve, T5c. 
each; 29 x 4.40, 92c. each. 





New England Retail Sales Slower During 
the Past Week— Basic Conditions Good 


(Boston Office of HARDWARE AGE) 


BOSTON, Jan. 22.—During the past week or ten days New England 


retail sales have not been as good as they might have been. 
fact, some say business is actually dull. 


In 
That statement not only 


applies to the local retail trade but the New England in general. 

Despite the general attitude of the retail trade, which is clearly 
reflected in the movement of merchandise out of jobbers’ stocks, 
fundamental conditions in New England remain sound and healthy. 
A majority of the industries, more particularly those upon which 


the prosperity of New England is 


and workers are receiving good wages. 


largely based, are well employed 
Savings and cooperative 


bank heads say there is an unprecedented wave of saving all over 
New England, which means that people are spending just as little 


as possible on the necessities of life. 


One bank president says: 


“This savings wave means that people are prosperous and that a 
potential buying power is being built up which sooner or later will 


make itself felt. 


The retail dealer of merchandise in the end will 


be the big gainer because of this thrift.” 
At the moment hardware jobbers appear to have more confidence 


in the future than do retailers. 


Those retail dealers who meet 


their bills promptly the tenth of the month did so this month, say 


jobbers. 


Collections from the others are exceptionally slow. A 


great deal of sickness among hardware dealers may account for 
the unsatisfactory credit situation. 





AUTOMOBILE ACCESSORIES.—Dur- 
ing the past week it was necessary for 
retail dealers to replenish stocks of tire 
chains and anti-freeze compounds, 
thanks to quite a fall of snow accom- 
panied by low temperatures. Automo- 
bile tires and tubes and other automo- 
bile accessories are moving slowly. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. BOSTON: 
Tires.—Mansfield line, straight side, 


in., 
5 ng eo 

Tires.—Mansfield line, balloon, 27 x 
4.40 in., $7.20 each; 29 x 4.40 in., $7.60; 
30 x 4.50 in $8. 45; 30 x 5.00 in., 
$10. 20; 31 x 5.00 in., $10. 65. Discount 
5 per cent 

Tires.—Mansfield line, 


balloon, six 


35 x 6.00 in., 18.55. Discount 5 per 


cent. 





Tubes.—Mansfield line, 12 to the 
carton, 27 x 4.40 in., $15.60 per car- 
ton; 30 x 4.50 in., $18. Discount 10 
per cent. In less than carton lots, 
10c. per tube should be added to the 
cost. 

Tubes.—Mansfield line, six to the 
* $9. 90 per carton; 
31 x 6.00 in., $10.50; 30 x 5.25 in.. 
$11.40; 29 * on in., $12.90; 30 x 5.50 

13.50; 30 x 6.00 in., $12.00; 31 x 
6.00 in., $13.20; 32 x 6.00 in., $13.80; 
33 x 6.50 in., $16.50. 


Discount 10 per 
cent. In less than carton lots, 10c. 


per tube should be added to the list. 
Preston.—In % gallon containers, 

$3.80 per gal.; in 1 gal. containers, 

$3.60; in 1% gal. containers, $3.60 for 

crate lots. Testers, $1.50 each. 
BARROWS.—Jobbers are beginning to 
book forward orders for garden bar- 
rows. The season is opening encour- 
agingly, they report. Prices have not 
changed in many months. 


JOBBERS’ by abel As i TO RE- 
TAILERS, F.O.B. BOST 
Barrows.—Garden, scuiad: No. 4, 





$5.75 each net; No. 4, 
$5.50; No. 5, wood wheel, 
No. 5, steel wheel, $6. 


wood wheel, 

steel w heel, 

$6.25; 
FENCING.—Retail forward orders for 
fencing continue to trickle through job- 
bing channels. It is estimated that 
bookings so far in 1929 are on a par 
with those to the corresponding period 
last year. 


JOBBERS’ QUOTATIONS: TO RE- 
TAILERS, F.0O.B. BOSTON 


Fencing.—Lawn, orn: ament: ul, in 10- 
rod rolls, 36 in., $1.73 per rod; 42 in., 
$1.88; 48 in., $2.20. 

Fencing.—Field, galvanized, 8.32 x 
6, $5.80 per cwt., net; 10.46 x 6, 
$7.41; 10.47 x 12, $6.44; 11.55 x 6, 
$8.69. 

Staples.—Galvanized fe nce, in 100 
Ib. kegs, $6.25 per cwt.; in 10 lb. car- 
tons, $7.50; in 1 Ib. papers, $8.50; in 
4 lb. papers, $9.25; in ™4 lb. papers, 
sit. 

Staples.—F.0.b. mill, Pittsburgh, in 
ear lots, $3.45 per cwt.; in less than 


car lots, $3.70. 


FLUE CLEANERS.—Retailers are be- 
ginning to have a call for flue cleaners, 
and they in turn are ordering from job- 
bers, not only for immediate, but for 
subsequent requirements. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. BOSTON 
Flue Cleaners.—Soot destroyer, $4 
per doz. net. 
GRASS SEED.-—Now is the time for 
the retail dealer to look to his supply 
of grass seed. Quite a few already 
have done so and have also placed or- 
ders with jobbers for delivery a little 
later in the year. 


JOBBERS’ oy Np as TO RE- 
TAILERS, F.O.B. BOST 

Grass Seed.—Bowling eel in 100 
lb. bags, 20c. per Ib. net; in 10 Ib. 
packages, 21c.; in one lb. packages, 
25c. Woodlawn shady, in 100 Ib. 
bags, 23c. per Ilb.; in 10 lb. packages, 
24c.; in one lb. packages, 28c. Green 
meadow, in 100 lb. bags, 33c. per Ib.; 
in 10 lb. packages, 34c., in one Ib. 
packages, 38c. Keney Park, in 100 
lb. bags, 12c. 


LIME SULPHUR.—This is the time of 
year when the movement of lime sul- 
phur begins to gather momentum. Job- 
bers are prepared to fill orders prompt- 
ly or to make shipments a little later in 
1929. 
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JOBBERS’ QUOTATIONS TO RE- JOBBERS’ ayer Ae. TO RE- 
TAILERS, F.O.B. BOSTON TAILERS, F.O.B. BOST 
Lime Sulphur.—In quart containers Prunning Saws. es: No. 40, 
3lc. each net; in gallon containers, 16 in., $9.70 per doz. net, 18 in., $10.35, 
59c. Direct shipments, in five gallon 20 in., $11.- No. 7, 16 in., $14.25, 18 
containers, 48c. per gal. f.o.b. Balti- my, $15.20, 20 in., $16.50. No. 3, 16 
more; in 50 gallon containers, 16%4c. — 18 ms $12. ym % i 
: * No. 16, 14 in., $18.35. No. . 14 in., 
MICA.—An improvement is reported by $18.35.' No. 11, 14 in., $14.30. No. 111, 
jobbers in sales of mica, and the sup- $17.75, York State, No. 22, 20 in., 
sas * : . . 5. Atkins line, Je te 
position is that business will continue $14.95 per doz. net, 18 in., $16, 20 in. 
to improve from now on as retail stocks $16.95. No. 4, 20 in., $14.45. 
are believed to be limited. SHOVELS.—Recent snows have helped 
a QUOT Aen. TO RE- sales of snow shovels, but the market 
Mica.—Sheets, in individual en- is a long way from active. Retailers are 
re, a | ag a nr eg mg ordering today but for current needs 
in, 7c; 4% 5 in, 10c.; 4 x 6 ip., only. There is a small yet steady call 
yun a “a, Hg git ee toe ee for other kinds of shovels, especially 
net. Assortment No. 1, $6.25 per as- those adaptable for furnace use. 
Sortmemt Met. | JOBBERS’ QUOTATIONS TO RE- 
POULTRY SUPPLIES. — Incubators TAILERS, F.0.B. BOSTON 
and brooders are moving, although Shovels.—Snow, Rugg line, _ steel, 
, ‘ long plain handle, round, $4.50 per 
slowly, according to jobbers. The slow- doz. ; square, $5; split wood D handle, 
: : . . % : M4 No. 78%, $5: iron D handle, No. 79, 
ing up in business is said to be tem $5. Boss line, long handle, $4.75; iron 
porary. A handle, $6; split wood D handle, 
, a 40, 
vinune e OB BOSTON: TO RE Scoops.—Massachusetts, D handle, 
incubators. “No. 40, $1.75 each, net; hollow back or strapped back, No. 2, 
style E, Ho. 14, 11.50; No. 16 $19 25: $16 per doz. list; No. 3, $16.50; No. 4, 
No. 17 $25 B. No. ‘a $26 95° No. 2 $17.50; No. 5, $18.25; No. 6, $19: No. 7, 
$31. 15; "No. , $40. 43; No 4 $47: No. $19.75. Ames line, No. 2, $24.70 per 
$74.90. Pung e doz. - No. 3, $25.45; No. 4, $26.20; 
a tp: ee No. 5, $26.95: No. 6, $27.70; No 
* Broaders aoa ye 12 26 om cai $28.45. For polished scoops add $2.26 
No. 28A, 350 chicken capacity, $14; per dos. Discount 25 and 10 per cent. 
No. 80, 350 chicken capacity, $13.30; Spades.—Massachusetts, plain back, 
No. 81, 500 chicken capacity, $15.05; polished. No. 2. $17.50 per doz, list; 
No. 10i, 500 chicken capacity, $18.50: B. molder, polished. No. 2. $17.50. 
No. 102) 1000 chicken capacity, $22.05. | Ames line, plain back polished spade, 
Coal burners, No. 117, 350 chicken No. 2, $26.20 per doz. list: B, molder_ 
capacity, $11.55; No. 118, 500 chicken polished, Nd. 2. $26.20. Discount, 25 
capacity, $15.05; No. 119, 1000 chicken and 10 per cent. 


capacity, ($18.55. Hlectric burners. | SIDEWALK CLEANERS.—An_ im- 


, 50 chicken capacity, - - “ A i 
No. 91, 100 chicken capacity, $13.83; provement is evident in sales of side- 


No. 92, 200 chicken capacity, $17.33: s 

No. 93, 300 chicken capacity, $20.65, | Walk cleaners. It took comparatively 
Poultry Netting.—From stock, hex- little snow to start the retail buying 

agon, galvanized after weaving, 50 * * 

per cent discount; galvanized before ball rolling. Prices have not changed 

weaving, oe ane ae per cent Glecoumt. in months. 

Direct mil shipments, galvanized 

after weaving, 50 and 10 per cent rAwone F. eT ron: TO RE- 


discount; galvanized before weaving, Sidewalk Cleaners. — Wallingtord 


50, 10 and 10 per cent discount. 
. No. SC 57 $8.65 r doz. net; No. 
PRUNING SAWS.—Over-the-counter | 10” $10.67 NO oP Shon LE Ne: 
$10.25. 


sales of pruning saws are noted by re- 
tailers, an encouraging factor. Re- | STANLEY GOODS.—After some de- 
tailers’ stocks are broken and there is | lay, Boston jobbers have readjusted 
more or less business passing through | prices on The Stanley Works, New Bri- 
jobbing houses. There is every indica- | tain, Conn., line of goods. Price 
tion 1929 will be a good year in such | changes. where they occur, are very 
merchandise. largely confined to the large sizes of 








products, and on the average amount 
to about 5 per cent advance. 


VACUUM CLEANERS. — Prices on 
some of the attachments of the popular 
vacuum cleaners have been advanced 
slightly. The cost of cleaners without 
the attachments remains as heretofore. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. BOSTON 

Vacuum Cleaners.—Universal line, 
No. 7201, complete, in lots of one to 
two cleaners, $34.25 per cleaner net; 
in lots of three to 11 cleaners, $33; 
in lots of 12 cleaners or more, $31.75. 
No. 720, without attachments, in lots 
of one to two cleaners, $27.50 per 
cleaner net; in lots of three to 11 
cleaners, $26.25; in lots of 12 clean- 
e"s or more, $25. 


WATCHES.—The [Ingersoll interests 
have placed on the market a new watch 
assortment known as the “1929 Gold 
Frame Assortment.” It is an assort- 
ment of 12 watches, and with it comes a 
gold frame fixture with six chromium 
dummy watches. The assortment costs 
the retailer $23.59 each net. The Mite 
wrist watch, so difficult to obtain the 
past month or so, will now be found in 
jobbing stocks, It retails at $6.50 each 
and costs the retailer $4.33. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. BOSTON: 
Watches.—Ingersoll line plain dials, 
$1.02 each net; Eclipse, $1.67; Junior. 
$2.17; Midget, $2.17; Wrist, $2.33; 
with radiolite dials, Yankee, $1.50: 
Two in One, $1.67; Eclipse, $2.17; 
Midget, $2.50; Wrist, $2.67; Water- 
bury Chromium, plain dial, $3.33 each 
net; radiolite dial, $4. New Haven - 
line, Tip Top, plain, $1 each net: 
radium, $1.48. 
Wrist Watches. Ingersoll, plain 
metal dial, $2.33 each net; Radiolite, 


$2.67; Mite, $4.33. New Haven, plain 
dial, $2.29; radium, $2.62. 


WATERGLASS.—It will not be long 
before there is a big public demand for 
waterglass, and jobbers are urging 
retailers to cover their requirements. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. BOSTON 

Waterglass.—In pint containers. 
$1.30 per doz. net; in quart contain- 
ers, $2; in gallon containers, $7. On 
direct factory shipments, freight is 
allowed on 120 Ib. to all] New England 
points. except north and east of Ban- 
gor, Me. 





Good Volume of Orders Received 
by Cleveland Jobbers—Market Firm 


(Cleveland office of HARDWARE AGE) 

CLEVELAND, Jan. 22.—Hardware salesmen have made their first 
trips over their territories since their return to the road after the 
holidays and have sent in a good volume of orders. Retailers bought 
liberally to round out stocks that had become badly depleted. They 
also placed a fair volume of orders for spring merchandise. While 
the outlook is regarded as promising, it is too early to accurately 
forecast the condition of business during the next few weeks, as it 
will depend on the volume of retail sales. 

The market has a firm tendency on most lines with few price 
changes. Prices on builders’ hardware have been revised, lock sets 
being lower and strap hinges higher. New prices are out on stove 
boards, which are 3 to 5 per cent higher than last year and on stove 
pipe and elbows, which are about the same as in 1928. 








One manufacturer of _ electrical 
household appliances has advanced 
prices an average of about 7% per 
cent. Iron pipe has been revised down- 
ward, the change ranging from a slight 
decline to 5 points on 1%-in. black and 
galvanized pipe. Prices on floor and 
wall registers that were in effect last 
year have been reaffirmed for 1929. 
Keen competition among manufactur- 
ers of prepared roofing has resulted in 
sharp price concessions. 


AUTOMOBILE TIRES AND ACCES- 
SORIES.—Cold weather has stimulated 
the demand for anti-freeze liquids, 
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which are moving in good volume. 
are selling about as well as usual for 
this season of the year. 


BATTERIES. — There has 
marked slowing down in orders since 
the holidays. 





JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0O.B. CLEVELAND: 


-——Casings——_,, 
eavy 

Regular Duty Tubes 

Size 4 Ply 6 Ply Each 
27x4.40—19 $7.20 7 $1.40 
29x 4.40—21 7.60 $9.50 1.50 
30x4.50—z1 8.45 11.05 1.60 
28x4.70—19 9.15 ane 1.65 
29x4.15—20 9.55 awe 1.70 
30x4.75—21 9.95 ee 1.75 
29x5.00—19 9.90 eee 1.75 
30x5.00—20 10.20 ae 1.80 
31x5.00—21 10.65 ek 1.85 
32x5.00—22 11.75 nee 1.90 
28x5.25—18 11.10 a 1.85 
29x5.25—19 11.55 ie 1.90 
30x5.25—20 11.90 13.85 2.00 
31x5.25—21 12.25 14.35 2.05 
28x5.50—18 12.30 2.20 
29x5.50—19 12.65 14.80 2.25 
30x5.50—20 nee 15.65 2.35 
30x6.00—18 15.75 2.25 
31x6.00—19 16.25 2.30 
32x6.00—20 16.55 2.40 
33x6.00—21 17.10 2.55 
34x6.00—22 17.80 2.50 
35x6.00—23 18.55 2.55 
30x6.50—18 19.15 2.50 
31x6.50—19 19.55 2.60 
32x6.50—20 19.80 2.70 
33x6.50—21 20.40 2.85 
30x6.75—18 20.30 2.85 
32x6.75—20 21.40 3.15 
33x6.75—21 22.15 3. 20 
34x7.30—20 30.30 3.45 


Mansfield High ‘Poesiues Cords and 
Tubes: 


Heavy 
Casings Duty 
Heavy Tubes 
aa Duty Each 
|) EE errr er errr i $1.20 
He Extra Size Cl. 7.05 1.30 
SS errr 85 1.30 
RS rs te 10.05 1.60 
BME. cite sles aens casos 11.10 1.90 
ME aie oe ecbovdee ss ok 11.80 2.00 
SEEN er eee 12.40 2.05 
_. TESS ere 12.95 2.30 
| Snes cies taen wees 15.55 2.35 
DE Saic Sc is Gerwaerevee oe 16.20 2.45 
Pere re 16.70 2.50 
_ rer: 17.85 2.70 
ee rrr 18.40 2.80 
RE ere 21.15 3.20 
DE fi ataase nd eas esters 22.70 3.40 
Mansfield Truck Cords: 
Truck 
Size Ply Cords Each 
$20.05 $2.35 
20.75 2.45 
21.50 2.50 
25.55 2.95 
28.25 3.20 
30.35 3.30 
31.05 3.40 
27.35 3.80 
32.40 5.05 
42.45 5.05 
46.60 5.40 
60.15 7.05 
65.35 7.65 
85.35 9.45 
91.60 10.20 





AXES.—Sales are light. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0O.B. CLEVELAND: 
First grade single bitted, rustless, 
black finished handled axes, $19.50, 
base per doz.; 
doz.; double ‘pitted, handled, 
er doz.; double bitted, unhandled, 
20 per doz.; 60c. increases for dozen 
lots weighing 42 to 48 Ib. and similar 
advance for each 6 Ib. additional 
weight increase. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. CLEVELAND: 
B & C Radio Batteries: 


Unit Broken 

Packages Lots 

Bs Se Se ethscnsyous $1.14 $1.22 
i SASS 1.30 1.40 
Sees 1.92 2.06 
oe. Sea ae 2.33 2.58 
se, PRPS EEE EEC 2.80 3.00 
re eee ree 2.97 3.20 
Dry Cell A batteries, No. 7111, 


Tires | 


been a 


BOLTS AND 





35%ec. in standard packages; 4Uc. in 
broken lots; Columbia igniter dry 
cell batteries, 324c. in standard pack- 
ages; 36c. in broken lots. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CLEVELAND: 

Machine and carriage bolts, cut 
thread, hot pressed and cold punched 
nuts and lag screws, less than case 
lots, 60 per cent off list; bolts with 
rolled thread, % in. x 6 in. and 
smaller, 60 and 10 per cent off list; 
additional discount of 10 per cent is 
allowed for full case lots of one size. 
Stove bolts, 75 and 10 per cent off 


list; semi-finished nuts in bulk, 60 
per centoff list; 54 per cent for 
packages. 

BUILDERS’ HARDWARE. — Some 


price readjustment has been put in ef- 
fect on lock sets and butts, which are | 
slightly lower, and on strap hinges, 
which have been advanced a little. 
demand is fairly good, as some retail- 
ers are rounding out their stocks and 
others are placing orders for spring 
shipment. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0O.B. CLEVELAND: 

In case lots, lock sets, $5 per doz.; 
heavy strap hinges, 6 1n., $1.55 per 
doz.; 8 in., $2.40 per doz.; extra heavy 
T hinges, 6 in., $1.80 per doz.; 8 in., 
$2.70 per doz.; 10 in., $4.25 per doz. 

Butts, case lots, in., 16%c. per 
pair; 3% in., 18c. per pair; 4 in., 23c. 
per pair; for less than case lots all 
sizes are 2c. per pair higher. Butts 
with sand blasted finish are 4c. per 
pair higher. 

Ornamental hinges, standard finish, 
$1 per doz.; nickel finish, $1.20 per 
doz.; sand blast finish, $1.15 per doz. 


CHAINS.—The demand is rather slow 
at present. 


JOBBERS’ og fa here Rd RE- 
TAILERS, F.0.B. CLEVEL 

Coil chain, 3-16 in., $11. te aie 100 
Ib.; % in., $10.75 per 100 Ib.; 5-16 in., 
$9.25 per 100 Ib.; % in., $7. 85 per 100 
ib. Cow ties No. 14, $2.75 per doz.; 
No. 15, $2.50 per doz. Tie-out chain, 
60 per cent off list. 


CORRUGATED ROOFING.—The de- 
mand is slow. Prices are unchanged. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. CLEVELAND: 

28 gage corrugated roofing, 26 in. 
wide, $3.88 for 1% in., and $3.83 for 
2% in. for 10 squares or more. 


FERTILIZERS.—Jobbers have taken a 
heavy volume of business for spring 
shipment and orders are still fair. 


JOBBERS’ PEST ATIONS ae. RE- 
TAILERS, F.O.B. CLEVE 

Old Gardner fertilizer, 100 NC bag, 
5; 50 Ib. bag, $3; 25 Ib. bag, $1.75; 
0 Ib. bag, 85c.; 5 Ib. bag, 50c.; 1 Ib. 
can, 25c. Above prices subject to 
33% per cent discount. 


GLASS BAKING WARE.—Fill-in or- 
ders are plentiful, as retailers’ stocks 
were about cleaned out during the holi- 
days. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. CLEVELAND: 
Casseroles.—Round or oval, 1 qt., 
$1; 1% qt., $1.17; 2 qt., $1.33; square, 
$1.17; casseroles’ with fancy covers, 
35c. higher. 
Pie Plates.—8 in., 50c.; 9 in., 60c.; 
No. 214, 


10 oon 67c. 
Bread Pans.—No. 212, 60c.; 
ase _Ueility Dishes.—No. 231, 67c.; No. 
Cauwie —2 cups, $1.67; 4 cups, $2; 
6 cups, $2.33. 


GLASS CLOTH AND CELL-O-GLASS. 
—Cell-O-Glass is still an active item. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CLEVELAND: 

Cell-O-Glass in 100 ft. rolls, 12c. 
per sq. ft.; glass cloth in 100 yd. 
rolls, 24c. per sq. yd. 


NUTS.—Retailers are 
rounding out their stocks, resulting ina 
very good demand. While a little cut- | 
ting is reported occasionally, prices are 
being well maintained. 


The 


| 





stimulated sales, which are good. 


JOBBERS'’ 


QUOTATIONS TO RE- 


TAILERS, F.O.B. CLEVELAND: 


Union Hardware Co. 
shoe skates, 


per pair; 


fessional, 
pair: 
per pair; 
1724% 
$1.27 per pair; No. 
per pair; 
No. 


per 
No. 


pair; 
palr; 


per pair; 
$1.20 per 
keys, 6c. 


rolls, 
skate 


steel keys, 
sharpeners, 
x 20 in., 
x 28 in., 
x 20 in., 


in. 
5& in. 
5g in. 
pair, 


cl 


% 


Alumo 
standard model, $6.15 
special, $5.50 per pair; pro- 
$8 per pair; Crusades, $4 
clamp skates, No. 624, S84e. 
No. 1624%, $1. 19 per pair; 
$1.62 per pair; No. 524%, 
5624, ladies’, $1.12 
No. 5624%, ladies’, $1.44 per 
524%, ladies’, $1.55 per 
iildren’s extension bobs, 40c. 
self-contained, ball bearing 
doz.; malleable iron 
per doz.; stamped 
30c. per doz.; Union skate 
$1.85 per doz.; tan straps, 
$1.50 per doz. pair; 
$1.85 per doz. pair; 
web, $1.10 per doz. 
in. x 28 in., web, 


line: 


doz. pair. 
LANTERNS.—tThese are not very 
tive at present. 


JOBBERS'’ 


TAILERS, F.0O.B. CLEVELAND: 


Victor, 
Blizzard, $13.25 per doz.; 


doz. ; 


$13.25 per 
$14.50 per doz.; Little Wizard, 
same with red or green gold, 


doz.; 


doz.; large fount, 


$11 per doz. 
LAWN HOSE.—Most retailers have 
placed orders for spring delivery and 
jobbers are now starting to make ship- 


ment. 


JOBBERS’ 


TAILERS, F.O.B. CLEVELAND: 


2-braid molded uncoupled hose, 1, 
in., 634c. per foot; 5% in., 7%4c. per ft.; 
coupled hose is 


% in., 
fe, per ft. higher. 
LAWN ROLLERS.—These have 


yet started to move in any volume. 


JOBBERS’ QUOTATIONS TO RE- 


8lec. 


per ft.; 


TAILERS, F.O.B. CLEVELAND: 


No. 4 lawn rollers, 18 x 24 in., plain 
bearings, $10 each; 
with ball 
7, 24 x 24 in., 


a No. 5, 18 x 
bearings, 


with ball 


$14.50 each. 
| NAILS AND WIRE.—A fair demand 
for nails has sprung up since inventory 


time, 


$2.75 per keg; 


as 
their stocks. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O. 


Nails. —Factory shipment, 
less than car lots for 


retailers 
Prices are firm. 


B. CLEVELAND: 
car lots, 


$1.40 per 


QUOTATIONS TO RE- 


hot blast lanterns, $8.50 per 
D-Lite, 
D-Lite, 
$9 per 


QUOTATIONS TO RE- 


24 in., 
$12.75 each; No. 
bearings, 


factory and stock shipment, $2.95 per 
keg; other products for stock ship- 


ment, No. 9 galvainzed wire, $3.40 
per 100 lb.; No. 9 annealed wire 
$2.95 per 100 Ilb.; polished fence 


staples, $3.40 per 100 lb.; galvanized 





fence staples, $3.65 per 100 Ib.; 
$2.85 per 

Barbed Wire.—Lyman, 4-point cat- 
tle wire, $3.17 per 80-rod spool; 


nails, 


keg. 


wire, $3.43 per 80-rod spool. 
OIL AND GASOLINE STOVES AND 
OIL HEATERS.—Gas cook stoves and 
ranges are starting to move in good 


volume for spring shipment. 


stoves and heaters are quiet. 


JOBBERS’ QUOTATIONS TO RE- 


TAILERS, F.O.B. CLEVELAND: 


Perfection oil stoves, white porce- 
lain with built-in ovens, 


with 
279, 


$128; 


Ovens, 
burner, plain door, 
glass door, $2.70; 
_— swinging door, $6.20. 

2G, 2-burner, ‘glass drop door, 
steel drop 


$5 50; 


5 


$120; 
$29.50; No. 73, 

Puritan oil ranges, ba 
with built-in ovens. $122; 
stoves, No. 44, 
43, 3-burner, $23.25; 
Puritan pressure gas white porcelain 
ranges with built-in ovens, 
714, 4-burner, $38; 
. 718, $33: No. 703, 3-burner, $26.50. 
No. SP 1- 


stoves, 


No. 42, 


No. 
superfex neenene, $140; No. 
stoves, No. 4-burner, 
$23.75; No 79, $18. 

orcelain, 


4- ag “$29. £0: No. 
3 No. 42, $18. 
No. 
Perfection, 
$2.50; No. b11G, 
No. 122G, 2- burner, 
Puritan, 


2- burner, 


door, $5.25. 
POULTRY NETTING AND WIRE 
CLOTH. 


— Considerable business 


coated 


hog 


339 


No. 759, 


| ICE SKATES.—The cold weather has 


ac- 


not 


are replenishing 


Oil cook 


in 
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these items is being taken for early 


spring shipments. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CLEVELAND: 

Poultry netting, galvanized after 
weaving, 50 and 10 per cent off list; 
galvanized before weaving, 50, 10 
and 10 per cent off list. 

Wire cloth, per 100 sq. ft., 12-mesh 
black, $1.95; 14-mesh, galvanized, 
$2.60; 14-mesh bronze, $6.10; 16-mesh 


bronze, $6.50 
PREPARED ROOFING. 


lated business. 


quent. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CLEVELAND: 
Popular grades, light, $1.13 per 
roll; medium, $1.35 per roll; heavy, 
$1.50 per roll; slate surface roofing, 
$2.50 per roll. 
RADIATOR AND REGISTER 


SHIELDS.—These are quiet. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CLEVELAND: 

Radiator shields, Gem, adjustable, 
No. 1, $4; No. 1-a, $4.50; No. 2, $4.50; 
No. 3, $5; No. 4, $5; No. 5, $5.50; No. 
6, $6; No. 6b, $6; No. 7, $6.50; No. 8, 
$7. These prices are list per each 
and subject to dealers’ discount of 30 
per cent. These models with water 


— Another 
price war is on among manufacturers. 
This has resulted in sharp price con- 
cessions and it has also greatly stimu- 
Prices below are mere- 
ly nominal, as until the situation clears 
up changes are apt to be rather fre- | 





| SASH WEIGTHS.—The 
| steady and prices unchanged. 


hampered by inability to secure deliv- | 


eries of new models. 
JOBBERS’ at Atos TO RE- 
bi ig F.0O.B. CLEVELAND: 
$2.75; CX No. 


bes, Ox No. 102A, 

226, 82 25; CX No. 327 745 CX No. 380, 
AB. 686, 
$39; 


$4.25; Cx No. 371A, 

Philco 6-180- -volt, 

power units, $33; AB-386, : 
352, $45; 6-150-volt, AB- 663 and AB- 
356, $27; AB-623, $33; 4-volt, AB-463, 
$27; AB-423, $30; 6-volt, A socket 
power units, A-603, $16. 50; B socket 


units, B-86, $21; B- 603, gis. 50; Philco 
trickle charger, TC-60, $6. 
ROPE.—This was quiet fae the holi- 
days, but is again becoming fairly ac- 
tive. 
JOBBERS’ Fgh cond pa ® RE- 
TAILERS, F.O.B. CLEVE 
Best grade manila rope _ Soke. 
per lb. for factory shipment and 2ic. 
per lb. for stock shipment; sisal rope, 
lé6c. per lb. for factory shipment and 
16%c. for shipment from stock. 


socket 


SHEETS.—Galvanized sheets are again 
moving in fair volume. 


JOBBERS’ aig tt re TO RE- 
TAILERS, F.O.B. CLEVELAND: 

24-gage, galvanized ote at $4.40 
per 100 lb. 


demand is 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CLEVELAND: 

Sash weights, $36 per ton; for mill 
shipment, $34 per ton. 








| 


sq., $26.10 per oe: 18 x 30 in., $13.00 
per doz.; 20 x 30 in., $15.70 per doz.; 
4 x 36 ‘in., $17.40 per doz.; 30 x 38 
r "lined, 18 


1 
s x 24 in., $6. 70 per doz. ; 
$9.75 per doz.; 30 x 36 in., $13.85 
par doz. 


STOVE PIPE AND ELBOWS.—Prices 
are out for the coming season, which 
are about the same as last year. Job- 
bers are taking a lot of orders. 


JOBBERS’ end TO RE- 
TAILERS, F.O.B. CL AND: 

6-in., 20-gage stove pots ae crate 
of 25 joints, $3.28 for factory ship- 
ment and $3.55 for stock shipment. 
Same 26-gage, $3.90 for factory ship- 
ment and $4.25 for stock shipment. 
6-in. corrugated elbows, $1.30 per 
crate for factory shipment and $1.40 
for stock shipment. 


WEATHERSTRIPPING.—There is not 
much activity in this at present. 


JOBBERS’ eB end TO RE- 
TAILERS, F.O.B. CLEVELAND 

Home Comfort waathiavennning in 
cartons and in 500-ft reels with reel, 
3%c. per ft.; Airseal, 500-ft. spools, 
2c. per ft. 

Copper weatherstripping, Tac-Ezy, 
36 in. window sets, 90c. each; 42 in., 
$1 each; 3 ft. x 7 ft. door sets, $1.25 
each; coil strip, 1 in., $3.85 per 100 
ft.; 1% in., $4 per 100 ft. 


WINDOW VENTILATORS.—Although 
the season is well along, these continue 
in very good demand. 


| STOVE BOARDS.—Prices are out for | 


humidifiers are $1 extra each, list. JOBBERS’ QUOTATIONS TO RE- 





Register shields, Gem No. 1, floor this year and have been advanced from TAILERS, F.0.B. CLEVELAND: 

+ ph hme 36, —— type. $19; — 3 to 5 per cent. Jobbers are taking or- Diamond E adjustable ventilators, 

type, $5.20. Prices are net to dealers ders for fall shipment. 3. ‘ ‘per don per dos. in’ :. 39 ot 

pa See. Mo. fae ee es JOBBERS’ QUOTATIONS TO RE- | — doz.; 11. x 39 in., $5.60 per doz.; 11 x 
oxidized copper. a oO. and NO. ¢ TAILERS, F.O.B. CLEVELAND: | 37 in., $6.40 per doz. 

are black enameled. ‘ Wood lined oe, 4 boards, } Continental adjustable, cloth, No. 

SQUIPMENT.—Receiving sets | 4 in. sq., -65 per doz.; 26 in. sq., | 937, $4 per doz.; No. 9 5.40 pe 

RADIO EQU IPMEN R g $13.80 per doz.; 28 in. sq., $16.10 per doz.: No. 1537, "$5. 20 per’ doz.; Ro 


are in fair demand, but distributors are doz.; 30 in. sq., $18.75 per doz.; 36 in. 1549, $6.95 per doz. 


Pittsburgh Reports Trade Lagging 
—No Important Price Changes 














(Pittsburgh office of HARDWARE AGE) Mansfield Balloon Tires and Tubes. 

PITTSBURGH, Jan. 22.—Hardware jobbers here are not particular- 7—Casings— Heavy 

ly gratified by the business showing of the first three weeks of the om Regular Duty Tubes, 
ite ; : Size ~~ 

new year. For the most part, distributors are placing only fill-in 19 in.—27x4.40 $7.20 aa $1.40 

orders in seasonal goods and not yet showing much interest in fu- on BI 4 $9.60 1.50 

tures. Periods of cold weather have been too brief to help the sale 19 in.—28x4.75 os ... os 

of goods that usually are affected favorably by low temperature. peg pd _- ots eae 

Pittsburgh had a real snow last week and this gave some stimulation 19 in.—29x5.00 9.90 1.75 
4 ze * n.—30x5. 10. J 

to sales of shovels and sidewalk cleaners. chiefly because retailers | 5; in.—81x5.00 10.65 4 

had let their stocks run down and waited for a demand to develop ah nse ee 11.75 1.90 
z . ° in.—28x5. ‘ .85 

before placing fresh orders. Price show no important changes. ae cae. ee 

Collections still are rather — 4 aie 4 a1.66 18.85 2.00 

~ sepudaiad 18 in.—28x5.50 12.30 dons 2.20 

nae wie dies tie teen: 1 ie. Tn. ae: ee 

AUTOMOBILE ACCESSORIES. — A net, Bebo pnt Wo ey m= | 20 in-—30x5.50 eee 15.65 2.85 

good snowstorm has produced some ac- $3.25; No. 3. $3. . itiaeis ~ ee =< = 

ie . : . iat mpounds. — Denature n.—31x6. 2.30 

tivity in chains, but few jobbers report fy - a eas ieke tee er rea ney + 2S. 48 

that sales were large enough to make gal.; 5 to 9 barrels, 58c.; 10 barrels 21 in —33x6.00 17.10 255 

much of a dent in their stocks. Radia- ee ag ag Fm ut. Se = 22 in.—34x6.00 17.80 2.50 

tor anti-freeze liquids are only moder- cans, $3.80 per al SW ~ ae ee ins 3.55 
} a ugs.—Lots 0 or over, n.--é . o 

ately active. ep ey 50c each; less than 100, 58c. each. 19 in.—31x6.50 19.55 2.60 

JOBBERS’ QUOTATI : 20 in.—32x6.50 19.80 2.70 

TAILERS, F.O.B. PITTSBURGH: AUTOMOBILE TIRES AND TUBES. GP os ay 

Tire Chains.—Lots of 1 to 9 pairs, —No improvement in demand is re- 18 in —30x6.75 20.30 2.85 

list less 30 per cent; 10 to 49 pairs ported here. 20 in. —32x6.75 21.40 3.15 

(one shipment), list less 35 vd ont SOBBERG’ QUOTATIONS TO RE 21 in. —33x6.75 22 15 320 

ee aie ger comts aadeubeen, Be. TAILERS, F.0.8. PITTSBURGH: 20 in.—34x7.30 30.30 3.45 


list less 46 per cent; adjusters, 50c. 
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Mansfield High Pressure Tires and 
Tubes: 





Heavy teary 
Duty Duty 
Cords Tubes 
Size Each Each 
0 ror re Pere $5.85 $1.20 
30x34% Extra Size Cl.. 7.05 1.30 
30x3 a Se eee 8.85 1.30 
a eee 10.05 1.60 
: 1.90 
2.00 
2.05 
2.30 
2.35 
2.45 
2.50 
2.70 
2.80 
3.20 
3.40 
BATTERIES. — Demand is_ steady 


enough, but it lacks pleasing volume. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. PITTSBURGH: 


Broken Unit 
Packages Packages 
BD AM A yi4e Sore seers $2.22 $2.06 
2 ere 3.20 2.97 
oS ere 2.06 1.92 
Sa SSA eo 3.00 2.80 
CGE aid avitasunvibudes 1.32 1.14 
Rg. a eer re -42 39 
a ES Pe ee 1.05 97 
OS Seer 1.40 1.30 
i’. Peo 1.40 1.30 
a a ae 2.06 1.92 
POs Pe tudes view seas 1.93 1.79 
No. 6 dry cells, ignition type, unit 
packages, 36c. each. 
Flashlights.—No. 935, 6isc. each; 
No. 950, 64%4c.; No. 790, 13c.; No. 705, 
19%c.; ‘No. 750, 18%4c.; No. 791, 13c. 


Hot Shot.—No. 1461, $1.67; No. 1661, 
$2.37. 


BUILDERS’ HARDWARE.—The back- 
bone of the demand is in a few sizable 
jobs, not much buying by retailers for 
small jobs or repairs being noted. 
Prices are very firm. 


JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. PITTSBURGH: 
Butts.—Ball tip, plated, dull brass 
and antique copper, less than case 
hg in 3 x 3 in., $18.50 per 100 pairs; 
& 3% in., $19; 4x 4 in., $30. 
inges. —Heavy strap, 6 in., ry 
per doz.; 8 in., $2.85; 10 in., $4. 
extra heavy T, 6 in., $2.30 per J 
8 in., $3.40; 10 in., $5.40; light strap, 
with screws, packed one pair in a 
$9. 60 per 100 pair; 4 in. 
‘ dight, 2, 3 in., $11 per 100 pair: 
4 n., "$12.60 
: Hasps.—Hinees, 
single dozen lots, 3 


without screws, 
in., 65c. per doz.; 


4 in., 79c.; 6 in.. $1.05; safety, 3 at 
per doz.; 4% in., $1.14; in. 
Garage Sets.—Swinging hinges, 10 


in., $3 per set. 

_ Lock Sets.—Heavy beveled, brass, 
inside, $17 per doz.; front door, $2.50 
per set; steel, inside $5.25 per doz.; 
front door, $1.65. 


ROLTS. NUTS AND RIVETS —The | 


interesting event in these goods is the 
formal withdrawal of the extra charge 
of 10 per cent for broken cases by man- 
ufacturers of bolts and nuts. Few job- 
bers were able to secure a correspond- 
ing advance in resale prices and accord- 
ingly few ever applied it. Demands 





upon the jobbers are steady enough, 
but do not run at all large. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. PITTSBURGH: 
Bolts.—All styles, except stove and 
tire bolts, per 100 pieces, 60 per cent 


off list; stove bolts, 75 and 10 per 
cent off list; tire bolts, 60 and 10 per 
cent off list. 

Nuts.—All styles, 60 per cent off 


list. 

Rivets.—Large, $3.50 base per 100 
pieces; small wagon and tinners’ riv- 
ets, 60 per cent off list. 

DOOR MATS.—Snow has_ produced 
slushy walking and caused some extra 
demands for door mats. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. PITTSBURGH: 

Cocoa, $8 to $15 per doz., according 
to size; wire, 154% x 23% in., $1 each; 

18 x 30 ist... Pog 22 x 36 in., $2.15; 
35 x 48 in., $3.3 
ELECTRIC DRILLS.—This line has be- 
come a staple one, as the demand is 
very constant. 

JOBBERS’ QUOTATIONS TO RE- 
le ee F.0.B. PITTSBURGH: 

No. $24 each; No. 142, $32; 
a size, “348: No. 562, $35.20; No. 382, 
FERTILIZERS.—Some interest in this 
line is being shown. Prices are slight- 

ly lower than they were last year. 

JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. PITTSBURGH: 

Old Gardner, cases of 24 1-lb. car- 
tons, $2; 48 1-lb. cartons, $8; 10 5-Ib. 
bags, $3.20; 5 10-lb. bags, $2.75; 2 
25-lb. bags, $2.25; 50-lb. sacks, $2 
each; 100-lb. sacks, $3.50 each. 

PAINTING SUPPLIES.—There is a 
fair movement on advance orders, but 
current demands are light. Prices are 
steady and unchanged. 

JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. PITTSBURGH: 

Ready mixed paints, best grades, 
$2.60 per gallon; lower grades, $2 
(white and dark greens, 15c. per gal. 
higher); white lead, 13%c. per Ib. 
in 100-lb. lots; 10 per cent less in lots 
of 500 lb. or more, and extra 4 per 
cent less in lots of a ton or more; 
turpentine, 75c. per gal. in barrel 
lots; raw linseed oil, 11.7c. per Ib. 
in barrel lots. 


SASH WEIGHTS.—Demand still waits 
on spring building activity. Jobbers 
quote sash weights to retailers at $42 
per net ton f.o.b. Pittsburgh. 


| SKATES.—There is still a fairly good 


| call for ice skates, but not much inter- 


| 


est yet in roller skates, even in the 


| shape of advance orders. 





JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. PITTSBURGH: 
Roller Skates. — Union Hardware 
Co. line, No. 70c. per pair; No. 3, 
75¢.; No. 10, ” $1.05; No. 6, $1.55; 
Winslow line, No. 3814, $1.50 No. 38, 
a No. 38, rubber-tire, $2.50 per 
pair 
Ice Skates.—Winslow line, No. 2110, 
65c. per pair; same L. S., $1.12; No. 
2120, $1.20. Same, L. S., $1.50; No. 
2140, $2.20: same, L. S., $2.50. 


WEATHER STRIPPING. — Demand 
still is reported good. 
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JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. PITTSBURGH: 


Meta-Felt, % in., $19.50 per 1000 
| ft.; % in., $26 per 1000 ft.; cushion, 
all felt, No. 18, $2.40 per 100 ft.; No. 
} 19, $2.85 per 100 ft.; No. 20, $3.25 per 

100 ft. 

Burfo, hard bronze, 3 and 4 ft. 

lengths, 5c. per ft. net. Economy, 

for windows, 36 x 36 in., $1 per 

carton of one window set; for doors, 
| 36 x 84 in., $1.26 per carton of one 

door set. 


| WINDOW VENTILATORS.—The use- 
fulness of this article in areas where 
changes in the temperature are fre- 
| quent, such as in this district, is re- 
| flected in a good and constant demand. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. PITTSBURGH: 


Continental, metal frame, No. 833, 
$4.50; No. 837, $4.75; No. 845, $5.20; 
No. 1137, $5.50; No. 1145, $6.30; No. 
14.37, $7.30; No. 1445, $8.10. Prices are 
per doz., net. 


ventilators, 


Continental wood frame 
No. 


No. V836, $3.60; ao V923, $4.05; 
V937, $4.50; No. V949, $6.10; No. V959, 
$6.75; No. V1537, $5.85; No. 1549, $7.80. 
Prices are per doz., net. 

Diamond E, metal frame, No. 01, 
| $4.40; No. 02, $4.80; No. 03, $5.60; No. 
1, $5.20; No. 2, $5.60; No. 3, $6.40; 
| No. 4, $7.60; No. 5, $8.40. Prices are 
| per doz., net. 

Schumacher, wood frame, sheet 

steel, No. 831, $2.75 per doz.; No. 

| 11.37, $4.50. : 

| Wurldsbest.—All metal, No. 2, $2.50 
each: No. 3, $3; No. 4, $3.50; No. 5A, 
$4: No. 6A, $4.75; No. 6B, “$5: all list, 
subject to dealers’ discount of 33% 
per cent. 

WIRE PRODUCTS.—Inquiry is grow- 


ing for fence and fencing materials, but 
nails are not yet moving with much 
snap, 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. PITTSBURGH: 











Fence Wire 
a? oor Ib. Annealed G: ilvanized 
| o. 6 to 9 gage.. . $3.00 $3.45 
| Ne 10 : 3.50 
| No. 11 3.55 
No. 12 3.65 
No. 13 3.80 
} No. 14 4.00 
No. 15 4.30 
| No. 16 & 4.55 
Barbed wire (per " 80- vod spool): 

pe i rere I 
2-point hoe Se Pe ae 3.18 
4-point NOs .....ceeersecesces 3.43 
depoint cattle «......-.cscseese 3.17 
2-point cattle (special) ........ 2.25 
Field Woven Wire Fence, per 100 

rods: 
IRR go Fe Gols vavaseon Coser heer $39.80 
BU Fo cca netencessbeeueecies .. 55.80 
GR = ciaan so sis neracer ae esi 27.70 
GED Videcsact ven daw ercsece 37.00 
EE scent ce wend cease teen eekes 35.80 
CS Perr eee 49.20 


y and rabbit (No. 14% ore 0 











Ont Torre ie 44.00 
RES ee Rereererre y 49.50 
Smaller mesh: 

SARA Sree . $37.00 
APICE PY Pre ee .. 44.50 

MPC OPE OE RTT Cree .. £2.00 
PROOF ere reir . 60.00 

Posts: 
Galvanized Painted 
Tubular Angle Steel 

ncncbideae ace “serene San 
eececees +. 9G, each 38c. each 
.65e. each 40c. each 

RPO eC CT Le Tek 45c. each 

base per keg, $3. 





I was recently talking with a friend about retailers’ 
When I asked him 
what great difference he noticed between the two coun- 
tries, he replied by giving me this instance: “I had some 
films I was very anxious to get developed in London,” 
said he, “and I reached the shop where they did such 
things about a minute before closing time. 
arrange any possible way to have those films developed 
before the next day? They could not. 
down tight at six o’clock and money nor prayers would 


methods in England and in France. 


the morning. 
what matter. 
place closed. 


Could they 


The place shut 


induce anybody to turn a hand until work began again in 


If 
Close it later, 
I could get my films when I wanted them.” 
Similarly, some hardware store people are bound so 
closely by rule and habit that no customer can break 
through the practice of the store to get any accommodat- 
ing service not exactly in line with traditions. 
hardware people seem willing and anxious to put them- 
selves out to accommodate. 
in deciding which stores achieve the most success. 


the shop, well, 
work with the 


was time to close 
or do the 


Other 
Two guesses are not needed 


—The Man Behind the Counter. 
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January Business on Par with 1928 
—N. Y. Reports Futures Below Normal 


NEW YORK, Jan. 22.—With inventories completed and annual 
sales conferences over, the wholesale distributers in this territory 
are preparing for what they believe will be an excellent hardware 
year. Current business is about par with the same period of 1928 
with futures generally a little behind. The latter will likely show 
more activity during the remainder of the month, and the demand 
for shelf goods is also expected to show larger sales. Fill-in stock 
orders are about normal, suggesting that retail inventories showed 
stocks generally to he fairly well regulated. 

There continues s me upward revision in the price adjustments 
being announced. Collections are slightly improved and shipments 
of practically al] lines are considered satisfactory. 


ample stocks are reported by jobbers. 
The normal demand for this season 
continues. 


JOBBERS’ QUOTATIONS ate, RE- 
TAILERS, F.O.B. NEW YO 

Dry cells, No. 6, Bacon “type, 
32%c.; No. 7111, same type, 35'c. 
each. 

Hercules, No. 6, ignition type, 23c. 
each in lots of 50. 

B batteries, No. 771, 42c. each; in 
units of 5, 39c. each; No. 764 and 768, 
$1.22 each; in units of 5, $1.14 each; 
No. 763, $1.05; in units of 5, $1.05 
each; No. 772 (vertical type), $2.06 
each; in units of 5, $1.92 each; heavy 
duty, vertical type, No. 770, $3 each; 
in units of 5, $2.80 each. Layerbilt, 
No. 486 $3.20 each; units of 5, $2.97; 
New Layerbilt, F ar 485, $3.22 each; in 
units of 5, $2.97 each. 


BOLTS AND NUTS.—Although there 


is not a hzavy demand, the call for | 


these items has been steady. Prices 
are the same and stocks are said to be 
in good condition. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0O.B. NEW YORK: 

Carriage bolts, 55 off list. Case 
lots, 60 per cent off list. 

Stove bolts, 80 per cent off list. 

Machine bolts, % by 6 and smaller, 
50 and 10 off list; larger to 1 by 30, 
50 per cent off list; 1% to 14%, 30 off 
list. 

Coach screws, 55 off list. Case 
lots, 60 per cent off list. Step bolts, 
h) per cent off list 


CARPET SWEEPERS. — Colored 
models still enjoy a good demand. No 
change in prices. Ample stocks are re- 
ported by local jobbers. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. NEW YORK: 

Carpet sweepers, Standard, $3 each; 
Universal, japanned, $3.50 each; Uni- 
versal, nickel plated, $3.83 each; 
Grand Rapids, japanned, $3.67 each; 
Grand Rapids, nickel plated, ¥ each; 
Elite, $5 each; Princess, $4.17 each; 
and American Queen, $4. ay each; 
Sterling, $2.10 each. 


FLASHLIGHTS.—Jobbers expect that 
the recent increased demand will con- 
tinue. Prices have not changed and 
stocks are still ample to meet the de- 
mand. 
JOBBERS’ QUOTATIONS TO RE. 
TAILERS, F.O.B. NEW YORK: 


Flashlights, No. 2602, 68c.; ty 2630, 
84c.; No. 2631, 68c.; No. 261 $1. 10: 
No. | 2672, $2. 08; No: 2674, $2. 8. No. 
697, $1.49; No. 2642, $2. 13; No. 2644, 
$2.73; No. 2660, 84c. ; No. 2634, $1.17: 
No. 2619, $1.43; No. 6993, $2.63; No. 
2645, $3.57. Prices are each and net. 


BATTERIES.—Prices remain firm and | 


Flashlight assortments, No. 71, 
$6.06; No. 16, $6.06; No. 04, $4.08 each. 


| FLASHLIGHT UNIT CELLS. — The 





| 
| 
| 








activity in this line is coming from the 
replacement business, which is report- 
ed as satisfactory. Stocks in good con- 
dition; prices steady. 


JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. NEW YORK: 

Eveready Flashlight unit cells, No. 
703, 19%c.; No. 706, 18¢c.; No. 710, 
68c.; No. 734, 40c. ; No. 750, 13c.; No. 
761, 1914c.: No. 950, 614c.: No. 935, 
6%4c.; No. 409, 32%c.; No. 705, 19%c.; 
No. 790, 13c.; No. 791, 13¢.; No. 700, 
13c. Prices are each and net. 


ICE SKATES. — The changeable 
weather has delayed the expected ac- 
tivity for the latter part of January. 
Very little continued cold weather has 
brought practically no increase in the 
local demand. It is believed that when 
the first continued cold weather arrives, 
skates will be a very active item. 
Prices are firm. 


JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. NEW YORK: 

Ice skates, hockey tubular outfits, 
with shoes, aluminum, for men or 
women, $5.25 per pair; same nickeled, 
$6.25 per pair. Racing tubplars, the 
same prices in aluminum | finish: 
nickeled finish -for men, $6.50; for 
women, $6.25. Men's sizes, 4 to 11; 
women’s sizes, 3 to 9. 

Club skate outfits, with shoes, for 
men, sizes 4 to 11; for women, sizes 3 
to 9, $3.85 per pair. 

Men and boys, all clamp club 
skates, 9 to 11% in., cast steel pol- 
ished runners, 84c. per pair; same 
nickel-plated, $1.19 per pair. Same 
hockey model, $1.81 and $1.69 per pair 
respectively. 

Women’s club skates, leather back 
strap, cast steel runners, $1.12 per 
pair; same nickeled, $1.44 per pair; 
same hockey model, $1.57 and $2 per 
pair respectively; 8 to 11 inches. 

Extension bob skates, 6 to 9 inches, 
45c. per pair. Skate keys, 5c. each; 
skate holders, $5.25 each. Skate 
sharpeners, 18%c. each. 

Ice creepers, No. 1, 13%c. yer pair; 
No. 3, 15%c. per pair, and No. 9, 32c. 
per pair. 


NAILS.—Stocks are in satisfactory 
condition and the demand continues to 
be moderate. 


JOBBERS’ quot aTres me, RE. 
TAILERS, F.O.B. NEW YORK: 

Common wire nails, suas 4d, 
$4.25 per keg; 6d, $4 per keg; 8d, 
$3.85 per keg; 16d, $3.75 per keg; 
20d. $3.65 per keg: common wire 
nails. galvanized, 4d, $6.75 per keg; 
6d. $6.50 ner keg: 8d, $6.35 per keg, 
and 10d, $6.25 per keg. 











Wire box nails, smooth, 4d, $4.45 
per keg; 6d, $4.10 per keg, and 8d, 
$3.95 per keg. Wire finishin nails, 
bright, 4d, $4.95 per keg; 6d, $4.3 5 
per keg; 8d, $4.10 per keg, and 10d, 
$4 per keg. Wire finishing nails, gal- 
vanized, 4d, $7.45 per keg; 6d, .85 
per keg; 8d, $6.60 per keg, and 10d, 
$6.50 per keg. 


PYREX SPECIAL.—Jobbers announce 
that this year’s Pyrex Special is the 
No. 622 1 qt. round casserole, which 
ordinarily retails in this territory for 
$1.50, but can now be retailed at $1, 
as the wholesale cost has been reduced 
to 70 cents for a-limited time. The 
dealer may purchase 12 No. 622’s with 
each $12 net order on regularly priced 
Pyrex ware. Jobbers report consid- 
erable interest being shown for this 


casserole as a Dollar Day item. 


PRESTONE.—Good business is_ re- 
ported by jobbers, but increased ac- 
tivity is expected when continued 
freezing weather arrives. Ample stocks 
are being used to meet a fair demand. 


JOBBERS’ OS aw ve ee RE. 
TAILERS, F.O.B. NEW YOR 

Prestone, in 1% gallon cans at 
$3.60 per gallon; in one gallon cans, 
$3.60 per gallon, and in half gallon 
cans, $3.80 per gallon. N. B.—These 
prices are all given per gallon, not 
per can. 


RADIATOR SHIELDS.—This line 


is 


enjoying a good demand. Prices are 


steady and stocks said to be full. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0O.B. NEW YORK: 
—— nee. Gem, ee TE 
No. 1, $4; No. ~~ $4.50; No. $4.50; 
No. : $5; No. $5; No. 5, 35-60" No. 
6, 36." No. 6b, $6: No. Z $6.50; No. 8, 
$7. These prices are ‘list per each 
and subject to dealers’ discount of 30 
per cent. These models with water 
humidifiers are $1 extra each, list. 


SASH CORD.—Variable prices con- 
tinue, together with a normal seasonal 


demand. 


JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. NEW YORK: 

Sash cord, Samson Spot, No. 8, 65c. 
to 67%c.;: Aetna No. 8, 30c. to 33%4c.; 
Phoenix No. 8, 39c. to 41c.; Sachem, 
No. 8, 38c. 

No. 7 is 1c. higher and No. 6 is 3c. 
higher on all brands. 


SCREWS.—No change in prices are 


expected in the immediate future. 


JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. NEW YORK: 

Wood screws, flat head bright iron, 
47%-10-10; round head blue, 4214-10- 
10; round head, iron, nickel plated, 
27%-10-10: flat head galvanized, 20- 
10-10: flat head, brass, 40-10-10: 
round head, brass, 3714-10-10. These 
discounts apply to new standard 
screw lists. 

Machine screws, flat and round 
head brass and iron, 70 per cent 
discount. 


TIRES AND TUBES. — Fair activity 
exists. Stocks in good condition and 


steady prices. 
JOBBERS’ au Aron TO RE- 
TAILERS, F.O.B. NEW YORK: 
Tires and Tubes.—Mansfield tires, 
30 x 3% Liberty Cord, $5.45; heavy 
duty oversize, $7.25; 32 x 4 Libert y; 
7 A 20;; nee”, euty, $12.10; tires, 29 x 
$8; 32 x 6.20, heavy dut , $17.40; 
ate 30 x si, $1.40; balioon tire 
tubes. gray, 29 x 4.40, $1.65; 32 x 
6.20, $3. 

















manufacturer. 


than usual. 
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Current Sales Are Normal at Chicago— 
Futures Show Optimism of Midwest Dealers 


(Chicago office of HARDWARE AGE) 


CHICAGO, Jan. 23.—Dealers orders being received by local jobbers 


spring futures is quite active. 


are of normal volume, for current requirements, but business in 
From the orders coming in for 


screen wire, ice-cream freezers, lawn mowers and roller skates it 
is evident that dealers are anticipating a good spring business. Sub- 
zero weather has been responsible for increased activity in winter 
sporting goods, snow shovels, anti-freeze mixtures and tire chains. 
While no price revisions of consequence were made this week, a 


higher tendency is apparent in some lines. 


Due to higher copper, 


both copper wire and copper rivets are expected to advance. Nickel 
plated, copper, electrical appliances were also advanced by a large 


the appliance advance. 


Jobbers’ prices locally, have not as yet, reflected 


From all indications, such as the healthy character of our basic 
and key industries, and the improved condition in agricultural cir- 
cles, prospects for the future seem to be encouraging. According 
to R. G. Dun’s review of the Chicago trade, local business is better 


The statement declares that: 


“Early January trade 


continues better than normal for the season, both at wholesale and 


retail.” 


Production in the Chicago district stee! mills is on the increase, 
now averaging 87 per cent of capacity. The steel industry has sel- 


dom had a more favorable outlook. Prices are firm. 


Collections average from fair to normal. 


mixtures. 


JOBBERS’ 5a solkam TO RE- 
TAILERS, F.0.B. CHICAGO: 

Spark Plugs.—Splitdorf, for Fords, 
50c. each; regular, 58c. each; Cham- 
pion X, 45c. each; Champion Blue 
Box line, 53c. each; A. C., 53c. each; 
lots of 100, 50c.; A. C. Special Ford, 
36c. each. 

Spot Lights.—Appleton, No. 3280, 
$6.50 each. 

Chains.—Non-skid, dozen pair lots, 
34 per cent discount. 

Jacks.—National Standard, No. 21, 
$1.30 each. 

1% 


Pumps. — Rose, 
$1.85 each. 

Tires and Tubes.—Mansfield tires, 
30 x 3%, Liberty cord, $4.95; heavy 
duty oversize, $7.05: 32 x 4 Liberty, 
$9.75; pay duty, $11.80; tires, 29 x 
4.40, $7.6 32 x 6.50, heavy duty, 
$19.80; “on 30 x 3%, $1.20; balloon 
tire tubes, gray, 29 x 4.40, $1.50. 

Anti-Freeze Mixtures. — Eveready 
Prestone, $3.80 gal. in cans. 

Glycerine.— ‘G. P. A.,” $1.80 gal.; 
alcohol and glycerine solution, 90c. 
gal. 


in. cylinder, 


AXES.— Current prices unchanged. 
New fall prices will follow about 
March 1. Orders are about normal. 


JOBBERS'’ ree oe & TO RE- 
TAILERS, F.O.B. CHICA 

Handled axes, first cane. single 
bit, 3 to 4 Ib 18 to $20 per doz.; 


double bit, 3 to 4 lb., $23 to $25 per 
doz.; handled axes, service grade, 
single bit, 3 to 4 Ib., $15 per doz.; 


Boy Scout axes, $11.50 doz.; motorist 


hand axes, $12 doz. 


BICYCLES.—Demand is light at this 
season. 


Prices are steady. 
JOBBFRS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. CHICAGO 

Double Bar 


Moto-Bike Model, 


tire chains and 
Steady prices 





AUTOMOBILE ACCESSORIES.—De- | 
mand is excellent for 
anti-freeze 
prevail. 


$26.25; ladies’ model, $25.90; girls’ 
and boys’ juvenile model, $23.60. 

BOLTS AND NUTS.—Unusual activity 

at unchanged prices. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0O.B. CHICAGO: 

Carriage bolts, cut thread, 60 per 

cent discount; small carriage bolts, 
rolled thread, 60-10 per cent dis- 
count; machine bolts, cut thread, 60 
per cent discount; small machine 
bolts, rolled thread, 60-10 per cent 
diseount; all stove bolts, 75-10 per 
cent discount; 60 per 
cent discount. 


BUILDERS’ HARDWARE.—An ad- 
vance ranging from 2% to 5 per cent 
on butts and hinges was announced by 
manufacturers. Broad bevel locks were 
advanced 20c. and other patterns are 
25c. per dozen higher on manufactur- 
ers’ quotations. Local jobbers’ prices 
do not reflect the advance on butts and 
hinges, but prices on lock sets have 
been advanced by distributors. 

JOBBERS’ quot AT ene TO RE- 
TAILERS, F.0O.B. CHICAGO: 

3% x 3% steel raat old copper 
and dull brass finish, $2.16 per doz. 
pair in case lots; less quantities, 
$2.34 per doz. pair; 4 x 4 steel butts, 
old copper and dull brass finish, $3 
per doz. pair in case lots; less quan- 
tities, $3.12 per doz. pair; heavy steel 
bevel inside sets, $5 per doz. sets, 
case lots; steel bit-keyed front door 
sets, $1.45 per set; wrought brass, 
bit- keyed front door sets, $2.60 per 
set; cylinder front door sets, $6 per 
set. 

CHAINS.—Demand is good. Weldless 
chain was recently advanced. Current 
prices are quoted. 

JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 

%-in. Proof coil chain $8.75 cwt. 


lag screws, 


| COPPER RIVETS.—Demand is 


| 





Trade Marked coil chains, 40-10 
off list; No. 00; 4% ft. Elec. 
ties, doz. 


base; 
per cent 
welded cow $2.40 per 
nor- 
A 2% per cent advance was re- 
cently made and further advances are 
declared likely, due to higher copper. 
JOBBERS’ ageatie sem TO RE- 
TAILERS, F.O.B. CHICA 


Copper rivets and ners 
eent discount. 


COTTON GLOVES. — Moderate _ de- 
mand. Nineteen hundred and twenty- 
nine lines are being shown, with prices 
averaging about 5 per cent lower. 

JOBBERS’ QUOTATIONS TO RE- 

TAILERS, F.0.B. CHICAGO: 

8 oz. cotton gloves, $1.35 per dozen. 
ELECTRICAL MERCHANDISE.—Ra- 
dio supplies are active. Wire prices 
are firmer, due to higher copper. One 
of the largest appliance manufactur- 
ers has notified the trade of advances 
on all nickel-plated copper appliances, 
for the same reason. 


JOBBERS’ oy eget oe TO RE- 
TAILERS, F.O.B. CHICAGO: 
Electrical Merchandise. No. 14 
rubber covered wire, $6 per 1000 ft.; 
in less than 1000 ft. lots, $6.50; No. 18 
lamp cords, $11.25 per 1000 ft.; in 1000 
ft. lots, $10.50; %-in. brush brass key 


mal. 


ve 10 per 


sockets, 13c. each; lots of 25, 12%c. 
each; two-way plugs, 45c. each; in 
lots of 10, 40c. each; two piece at- 


tachment plugs, 74%c. each; dry cells, 
boxes of 55, 32%c. each; less than 
case lots, 35c. each. 

Electrical Appliances. — Iron Hot 
Point, $4.20; in lots of six, $3.90; Sun- 
beam, 5; lots of six, $4.75; Percola- 
tor, Universal 9169, $16.65. 

Radio Supplies.—Radio B batteries, 
D 779 E, $1.40 each; case lots of 5, 
$1.30; No. 770, $3 each; packages of 
5, $2.80; No. 772, $2.06 each; packages 
of 5, $1.92; No. 486, $3.20 each; pack- 
ages of 5, $2.97; No. 485, Layerbilt 
battery, less than standard packages, 
$2.22 each; in original standard pack- 


ages, $2.06 each. 

Radio Tubes. — UX-201A, 97%c.; 
UX-199, $1.46%; UX-227, $2.60; UX- 
, 171A, $1.78% 


FILES.—Fair demand at steady prices. 


JOBBERS’ py caige pes TO RE- 
TAILERS, F.O.B. CHICAGO 

First grade, 50 per pom 
grade, 60-10 per cent. 


GLASS AND PUTTY.—Active demand. 
Further advances are probable. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 
Single strength A, all brackets, 85 
per cent discount; single strength B, 
all brackets, 87 per cent discount; 
double strength A, all brackets, 85 
per cent discount; double strength B, 
all brackets, 87 per cent discount; 
putty, pure grade, $4.25 per 100 Ib., 
commercial, $3.50 per 100 Ib. 


HAMMERS AND HATCHETS.—Prices 
have been very steady for several 
months. Sales except on household tools 
are light at this season. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 
Hammers — First quality, 
nail hammers, $12 doz.; 16 oz. 
chinists’ hammers, first quality, $9.20 


medium 


doz.; competitive grade, 16 oz. nail 
hammers, $6 to $8 doz. 
Hatchets.—First quality hatchets, 
No. 2 shingling, $12.50 doz.; first 
quality hatchets, No. 2 broad, $16.40 
doz.; medium quality hatchets, No. 2 
shingling, $8 doz.;. medium quality 
hatchets, No. 2 broad, $12.50 doz. 
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LARD PRESSES AND SAUSAGE 
STUFFERS.—Colder weather stimu- 
lated demand. Prices are steady. 


JOBBERS’ QUOTATIONS TO RE- 

TAILERS, F.O.B. CHICAGO: 
Enterprise No. 25, $8.00 each; No. 

31, $8.65 each; No. 35, $9.50 each. 


NAILS, WIRE AND STAPLES.— 
Nineteen hundred and twenty-nine vol- 
ume opens up well, with prices very 
firm. 


JOBBERS’ ae a nw A o RE- 
TAILERS, F.O.B. CHICA 

L.c.l. quantities common aie and 
cement coated nails, small orders out 
of Chicago stock, $3.20 per keg base. 
Mill shipment price is $3.05 base. 
Carload (36,000 lb.) base for mill 
7 still lower. Steel cut nails, 
$4 base. 

4 9 black annealed wire, $3.30 per 
100 1 No. 9 galvanized, plain wire, 
sa 75. per 100 Ib.; catch weight spool 
galvanized cattle or hog wire, $3.80 
per 100 lb.; polished fence staples, 
$3.55 per 100 Ib. 


OIL COOK STOVES, HEATERS AND 
SUPPLIES.—Activity is largely con- 
fined to heaters. Prices are steady. 


JOBBERS’ QUOTATIONS TO RE- | 
TAILERS, F.O.B. CHICAGO } 
Perfection.—No. 72, 2 burners, $18; 
No. 73, 3 paeeere, $23. 25; No. 74, 
burners, $29.50; No. 279° oil range, 
$129; No. 339° Gn range, $140. Deal- 
ers’ discount on net purchases of less 
than $100, 30 per cent; on all net 
purchases, including and following 
$100 qualifying order, 33% per cent. 
On all purchases amounting to $250 
or more during calendar year, annual 
bonuses of from 2 to 10 per cent will 
be paid according to volume of busi- 


ness. 
Puritan.—No. 42, 2 burners, $18; 
$23.25; No. 44, 4 


No. 43, 3 burners, 
burners, $29.50; No. 249 oil range, 
$122. Discounts same as Perfection 
stoves. 

Nesco.—No. 450R, 
$5; No. 215-1105, $51. 


213-1103, $30.50; No. 213, $23.50; No. 
212-1102, $23.50; No. 212 , $18: No. 211, 
$10. Prices quoted are for Nesco 
Zone No. 1, including Chicago terri- 
tory and are subject to dealers’ dis- 
count of 3314-5 per cent. 

Ovens, Perfection.—211, 1 burner, 
plain door, $2.50; 211G, glass door, 
$2.70; No. 122G, 2 burners, glass 
swing door, $6.50. 

Puritan.—No. 42G, 2 burners, glass 
drop door, $5.50; No. 42, 2 burners, 
steel drop door, $5.25. Dealers’ dis- 
counts on Perfection and Puritan 
ovens the same as on Perfection 
stoves. 

Nesco Ovens.—No. 12, $1.80: No. 05, 
$2.10; No. 5, $2.25: No. 010, $3.90: 
No. 10, $4; No. 22, $4: No. 020, $4.50 
No. 20. $4.75: No. 030. $5: No 29 
$5.30: No. 0301, $6; No. 301, $6.30 
Dealers’ discount 31-5 per cent. 

Perfection and Puritan - Wicks.— 
$3.75 per dozen, $45 per gross. Deal- 
ers’ discount same as_ Perfection 
stoves. 

Oil Heaters.—Perfection No. 
$6.25; No. 525. $7.25: No. 1525. 
No. 1530. $9.95; No. 1630, $11.50; No 
1550. $9.50; No. 1560, $11; No. 1665, 
$13.50: No. 1670, $14.50. Perfection 
Firelight Heaters No. 1526, $9.75: No. 
1686 $1650. Dealers’ discount same 
as Perfection cook stoves. 

Nesco Oil Heaters.—No 
No. 15, $7; No. 016. $8.25: 
: No. 0190C, $10.50; 
No. 0190D, $10.50; No. 1900D, 
No. 0190E, $10.50; No. 1900EF, 
No. 505. $11.25; No. 605. $12.75: 
. 705C. 705D and 705E, $16. 

Discount 30-5 per cent. 

Nesco Wicks, Cook Stove.—$3.00 
per doz., same discount as Nesco 
stoves. Nesco oil heater wicks, No. 
348, 40c. each list; No. 515 Giant, list, 
75e. each. Discount on Nesco heater 
wicks, 30-5 per cent. 


PAINTS AND OILS.—Demand is fair. | 
Prices are unchanged. 





$60; No. 400R, 





12, $5.50; 
No. 1600, 
No. 1900C, 





| prices are unchanged. 


| SASH CORD.—Demand 
| Prices remain steady. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 


Linseed Oil, Raw.—Barrel lots, 87c. 
per gal.; 5 barrel lots, 80c. per gal. 


Linseed Oil, Boiled.—Barrel lots, 
_~ per gal.; 5 barrel lots, 82c. per 
gal. 


Denatured Alcohol.— Barrel lots, 
63c. per gal.; steel drums, extra, $6, 
returnable. 


Turpentine.—Drum lots, 73c. per 
gal., net. 

White Lead.—100 Ib. lots, $13.25; 50 
Ib. lots, $6.75; 25 Ib. lots, $3.40; 12% 
lb. lots, $1.75. 


Shellac (4% lb. cuts).—White, $2.58 
per gal. in barrel lots; orange, $2.26 
per gal. in barrell lots. 

English Venetian Red.—In barrels, 
oa oe Ib.; in 100-Ib. lots, 6c. 


per 
Dry Paste.—Barrel Tec. 
b. 





lots, per 


PYREX WARE.—Demand is good and 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 


Bread ye ee 212, $7.20 doz.; | 
No. 214, $12 d 

New Handled Casseroles.—Round 
No. 622, $12 doz.; No. 623, 4 doz.; 
Oval, No. 632, $12 doz.; No. 633, $14 
doz.; Shallow ‘Oval, No. 642, $12 doz. ; 


No. 643, $14 doz. 

Pie Plates.—No. 208, $6 per doz.; 
No. 209, $7.20 per doz. 

Tea Pots.—2 cup, ) a doz.; 4 cup, 
$24 doz.; 6 cup, $28 doz 

Utility Pans.—No. 231, $8 doz.; No. 
232, $14 doz. 


Gift Sets.—No. $3.43 per set. 


515, 


ROLLER SKATES.—Future orders for 
spring delivery are fairly active. Firm 
prices prevail. 
JOBBERS’ gee ow A iad RE.- 
TAILERS, F.0O.B. CHICAG 


Union Hardware, “ase 


$1.40; 
Union Hardware, girls’, $1.50. 


ROPE.—Sales are good as prices have | 
a stronger tendency, though no ad- 
vance has been made as yet. 
JOBBERS’ QUOTATIONS aa RE- 
TAILERS, F.O.B. CHICAGO 


Best manila, standard nite base, 
20c. per lb.; No. 2 manila, 18c. per 
Ib.; No. 1 sisal, 15c. per Ib.; 0. 2 
sisal, l4c. per Ib. 





is only fair. | 


JOBBERS’ ata RE- 


TAILERS, F.O.B. CHICA 
No. 7 standard brands, $8.15 per 
doz. hanks; No. 8, $9.35 per doz. 
hanks. Competitive ? % mo. 1%, | 
$7.70 per doz. hanks; No. 8, $8.80 per 


doz. hanks. 


SASH WEIGHTS.—Sales are rather 
quiet during January. Prices have re- 
mained steady for several months, with 
occasional variation on off-quality prod- 
ucts. 
JOBBERS’ QUOTATIONS —— RE- 
TAILERS, F.O.B. CHICAG 


Less than carloads, per i $38.00; 
carloads, per ton, $36.00. 


SAWS, CROSS CUT AND WOOD.— 
Demand is good. Prices are steady. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. CHICAGO: 


5 ft. narrow Champion tooth, $1.55 
each; 5% ft. wide Champion tooth, 
$2.10 each; 5%ft. wide Lance tooth, 
$4.35 each; 4 ft., one-man Champion 
tooth, $2.45 each. 

Single braced frame common tooth 
blade, $8.25 doz.; double braced frame 
common tooth blade, $10.40 doz.; 
tuttle tooth 


double braced frame, 
blade, 


$11.40 doz. 


SAWS, HAND. — Normal demand. 


Prices are without change. 


JOBBERS’ QUOTATIONS TO RE- 
? TAILERS, F.O.B. CHICAGO: 


“96 in., $29.50 doz.; 26 in., $33 doz.; 
26 in., $49.95 doz.: special, 26 in., 
Competition, $6.60 doz. 


SCREEN, WIRE AND POULTRY.— 
Sales volume is the heaviest for sev- 
eral years, but some price cutting on 
screen cloth continues. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. CHICAGO: 


12-mesh, painted screen cloth, $1.95 
per 100 sq. ft.; 14-mesh, galvanized 
screen cloth, $2.65 per 100 sq. ft.; 
galvanized before poultry netting, 
50-10-5 per cent discount. 


SCREWS.—Steady sales volume at 


strong prices. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 


Flat bright screws, 47144 per cent; 
round head blued, 42% per cent; flat 
head brass, 40 per cent; round head 
brass, 35 per cent. Larger orders, 10 
per cent less. 


SOLDER AND BABBITT.—No recent 
price changes. Orders are picking up 


| considerably. 


JOBBERS’ QUOTATIONS pd RE- 
TAILERS, F.O.B. CHICAGO 

Warranted 50-50 o> pg $35 per 100 
oe medium 45-55 solder, $33 per 100 

b.: tinners 40-60 solder, $30.50 per 
100 Ib.; high speed babbitt metal, $20 
per 100 lb.; standard No. 4 babbitt 
metal, $12 per 100 Ib 


STEEL SHEETS.—Demand is rather 
quiet. Prices are firm, with no local 
price changes. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 


24 gage galvanized sheets, $4.65 
per 100 lb.; 24 gage black sheets, $3.80 
per 100 Ib. 


VENTILATORS. — Demand is excel- 
lent. Same prices have prevailed all 
season. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. CHICAGO: 


Diamond E-Metal frame cloth ven- 
tilators, 8 in. hgt. opening, 16 in x 33 
in., $4.40 doz.; 20 in. x 39 in., $4.80; 
11 in. het. opening, 16 in. x 33 in., 
$5.20 doz.; 20 in. x 39 in., $5.60 doz. 
Continental, steel frame cotton cloth, 
; 837, $4.75 doz.; 1137, 

, $6.30 doz. ‘Conti- 
nental, wood frame, cotton cloth, 836, 
ag doz.; 937, $4.50 doz.; 1537, $5.85 

OZ. 


WINTER SPORTING GOODS.—De- 
mand has improved materially for ice 
skates, skiis and sleds. Real winter 
weather is responsible. Prices are un- 
changed. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 


Key clamp rocker, men’s and boys’, 


bright finish, 75c. pair; half key 
clamp rocker, women's and girls’, 
cast steel polished runners, $1.00 


pair; half key clamp hockey, women’s 
and girls’ best steel runners, $1.35 
pair; children’s extension bob skates, 
polished, 35c. pair; nickel plated, 45c. 
ny ® Union tubular ice skate outfits, 

4.60 outfit; Nestor Johnson flyer out- 
fits, aluminum finish, $5.25 outfit; 
Nestor Johnson flyer outfits, nickel 
plated, $6.00 outfit; Strand = skils, 
edgegrain pipe. 4 ft., 60c. pair’ 5 ft.. 
90c. pair; 6 ft., $1.30 pair; Strand 
skiis, mahogany finish, 4 ft., 80c. 
pair: 5 ft.. $1.10 pair; 6 ft., $1. 50 pair. 
Sleds.—Flexible flyer sleds, 35 per 
cent off list. 









































THE POWER OF ADVERTISING 


Are you welcoming the Customers we send you? 


We send customers to your store in 
search of Remington products. The 
only satisfactory welcome for these 
customers is a good stock of Reming- 
ton Arms, Ammunition, and Cutlery. 
It will pay you to have this welcome 
ready. 


This year we are going to send you 
I can’t 
tell you exactly how many people will 


more customers than ever. 


go to your store at our instigation, but 
when I put some facts before you I’m 
sure you'll agree that there will be a 
good many. 


The magazines in which Remington 
Advertisements will appear this year 
have a combined circulation § of 
17,916,298. They include the more 
important general magazines, farm 
papers, boys’ and outdoor publica- 
tions. Think of it! Nearly 18,000,- 


000 circulation! 


How many readers does this mean? 
Nobody can tell exactly, but we know 
that there is more than one reader to 
most papers. Some publishers claim 


as high as four or five readers per copy. 
Suppose we only have two readers to 
every paper in which our advertise- 
ments appear, that would mean that. 
about thirty-six million people are ex- 
posed to the Remington story. There’s 
some duplication of circulation, of 
course—several papers going to the 
same person—and we must reduce 
our estimate to take care of this. 


But figure it any way at all; be as con- 
servative as you like, and you'll have 
to admit that we are reaching at least 
a quarter of all the people in the coun- 
try—which means all the people with 
enough money to make good custom- 
ers—and telling them to buy Reming- 
ton products from their dealers. 


The dealers who co-operate by push- 
ing Remington Products will profit 
most. 


President. 


REMINGTON ARMS COMPANY, Inc. 


The Originators of Kleanbore Ammunition 


25 Broadway, New York City 


Telephone, Bowling Green 3392 


Manufacturers of Arms, Ammunition, Cutlery and Cash Registers 
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Current Hardware Distribution Problems Analyzed 
by M. H. Rosenthal, President, Technical Glass Co., 
in This Interesting Letter to the Editor 


Commenting on recent expressions by leading students of 
hardware distribution, as published in HaArpware AGE, 
M. H. Rosenthal, president, Technical Glass Co., writes as 
follows: 


I was very much interested in reading the problems of 
Hardware distribution by Saunders Norvell, C. J. Whipple 
and H. P. Sheets in the little booklet reprinted by Hardware 
Age. 


I fully agree with the three gentlemen that the Hardware 
distribution is quite a problem, nevertheless the very same 
problems were always in existence and the fact of the 
matter is that it has never received the consideration that 
is in progress now. 


Although under present conditions it may be perhaps con- 
sidered a more serious problem, however, I do not quite 
believe in trying to scare the retailers stiff by simply pro- 
phesying their doom, as I earnestly believe that there is 
absolutely no reason for alarm. 


It is indeed true that if the mail order chain stores pur- 
chase their goods from manufacturers at Jobbers’ prices that 
they are almost in a position to undersell the independent 
retailer, that is only providing they would do an exclusive 
mail order business as in former years, when goods were 
sold through their catalogs only, with only one or two 
distributing places. 


To-day the mail order houses operate retail stores the 
same in comparison as any independent dealer, they are 
under the same overhead expenses, as any other merchant. 
They have the same competition, they have to advertise, 
carry stock, hire help, in other words we may consider 
every mail order chain store as an individual independent 
large retailer whether they buy from manufacturers at Job- 
bers’ prices or not they cannot sell goods at the same low 
piices as formerly by mail. 


In my opinion their method of doing business today is 
less detrimental to the small dealer than it ever was before, 
at least the independent retailers have clean cut competi- 
tion, the clerk in a mail order chain store must sell goods at 
a certain price only while a half a dozen independent retail- 
ers will have an equal number of different prices and some 
of them will cut prices in order not to let a customer or so- 
called prospective purchaser walk out. This mode of selling 
is not known in the mail order chain stores. 


Not long ago while in Tacoma, Washington a customer 
showed me a mail order house catalog with illustrations of 
builders’ hardware. He assured me that there is a very fair 
margin of profit for any independent retailer to compete 
with. The only difference between this independent dealer 
and the mail order house is that the latter has distributed 
80,000 catalogs in Tacoma, while he is in the store waiting 
for customers. I reminded him that this is a day of pro- 
gressiveness, a day of advertising, a day of modern mer- 
chandising and the sooner the retail hardware dealers come 
to realize the importance of it the harder it will be for any 
chain syndicate to put them out of business. 


What efforts does the small hardware dealer make in 
securing more business, especially from the neighborhood 
he is located in, except an occasional change of window dis- 


play and the balance of the time waiting for purchasers? 


While in Duluth, Minnesota the buyer of Marshall Wells 
Company asked me to stop in to see a retailer and show 
him a new item that we were introducing. It happened to 
be about 11:30 a. m. Everyone in the store except one 
was at lunch, so I was told to wait. A customer wanted 
something that required this man to go downstairs to get it. 
Other customers came while he was gone, waited, and got 
tired of waiting and walked out without disclosing the 
purpose they came in for. A carpenter who came in to pur- 
chase two hammers and a hand saw, remarked to me that 
he did not care to go to Montgomery Ward’s Store around 
the corner for the articles he wanted but had to do so as he 
could not wait any longer and he left. 


While this one man in the store was downstairs, five cus- 
tomers walked out on him and there is no doubt in my 
mind but that this very same firm may complain of the mail 
order chain store competition. 


I am not defending the mail order chain syndicates on ac- 
count of their purchasing our goods for their retail es- 
tablishments—as they do not, but I am inclined to be fair 
and I believe that the main problem of Hardware distribu- 
tion remains with the jobbers and retailers. The large in- 
dependent Hardware dealers seem to be taking pretty good 
care of themselves: They seem to be more progressive than 
ever before and most of them are doing more business than 
ever before and I am in hopes that they will all pay more 
income taxes in 1929 for 1928 than ever before. 


I do not quite fully agree with Mr. C. J. Whipple’s sta- 
tement that he thinks there has been a surprising lack of 
cooperation. Of course in some instances he may be fully 
justified in his statement but not as a whole, as in my 
opinion a good many manufacturers are very willing to 
cooperate with the wholesaler for distribution. Of course 
they will naturally expect the return cooperation from the 
jobber. There are of course several important elements 
that play an important part in what we may call distribu- 
tion. For instance, new items. From my own personal ex- 
perience I will frankly state that we have failed to in- 
troduce new and usefull items by mail through illustrations, 
correspondence, etc., with our Jobbing customers but were 
very successful in introducing the very same items by sam- 
ple display. Now, if the Jobbers’ purchasing department 
cannot be enticed through illustrated pamphlets, letters, etc., 
to add a new item to their stock, how can the retailer be 
expected to do otherwise? 


Some wholesalers cooperate with certain manufacturers 
for their source of supply. Others will change on account 
of some one else offering them a similar article a fraction 
of a cent less without giving the first manufacturer at least 
a chance to meet competition and consequently it forces the 
manufacturer to seek other channels to dispose of his mer- 
chandise. Some articles, the Jobber will not handle and 
the manufacturer must call on the large retail trade with it 
and the trade that the manufacturer sells direct, which is 
very limited and should not be considered as a violation. 


The manufacturer is entitled to as much cooperation as 
the wholesaler and the same applies to the retailer and 
wholesaler and if it is a 50-50 proposition it is bound to 
work out satisfactory to all concerned. 














HARDWARE AGE for JANUARY 24, 1929 





87 


Sunsi@mernd fresh air 


















AiR-Way insures 
perfect ventilation 
in every room 


Window openings equipped with AiR-Way Multi- | The sash may be adjusted at any point to admit 

fold Window Hardware assure the desired amount _any desired amount of fresh air without draughts. 

of ventilation in any season. When closed the windows are weather tight and 
When open the sash slide and fold to one or rattle proof. 

either side leaving a clear opening the full width Cost no more than the most ordinary equipment. 

and depth of the frame—there is no interference Write for full information and working details 

with screens or drapes. of this most modern window equipment. 


AiR-Way is furnished in complete units with hardware fitted to either 
steel or wood sash and assembled in frames ready to set in openings. 
Hardware is also furnished for assembly on the job if desired. 


ichards-Wilcox Mfs.(0. 


AURORA, ILLINOIS, U.S.A. 


New York Boston Philadelphia Cleveland Cincinnati Indianapolis St.Louis New Orleans 
Minneapolis KansasCity Los Angeles SanFrancisco Omaha Seattle Detrols 


Montreal - RICHARDS-WILCOX CANADIAN CO.,LTD.,LONDON, ONT. + Winnipeg 
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Coming Hardware Conventions 


ARKANSAS RETAIL HARDWARE ASSOCIATION CONVEN- 
TI0N, Hotel Marion, Little Rock, sometime in May, 1929 
L. P. Biggs, secretary, 815-816 Southern Trust Building, 
Little Rock. 


CALIFORNIA ReTaiL HARDWARE & IMPLEMENT ASSOCIA- 
TION CONVENTION, San Francisco, Feb. 12, 13, 14, 1929. 
LeRoy Smith, secretary, 112 Market Street, San Francisco. 


CoNNECTICUT HARDWARE ASSOCIATION CONVENTION, Feb. 
14, 15, 1929. Hotel Taft, New Haven. Henry S. Hitch- 
cock, secretary, Woodbury. 


HARDWARE ASSOCIATION OF THE CAROLINAS CONVEN- 
TION, Blowing Rock, N. C., June 11, 12, 13, 1929. Head 
quarters, Mayview Manor. Arthur R. Craig, secretary- 
treasurer, Charlotte, N. C. 


IpAHO RETAIL HARDWARE & IMPLEMENT DEALERS’ Asso- 
CIATION CONVENTION, Boise, Jan. 22, 23, 24, 1929. E. E. 
Lucas, secretary-treasurer, Hutton Building, Spokane, Wash. 


ILtino1s RETAIL HARDWARE ASSOCIATION CONVENTION 
AND EXHIBITION, Hotel Sherman, Chicago, Ill., Feb. 12, 13 
and 14, 1929. P. M. Mulliken, managing director, Elgin, II. 


INDIANA RETAIL HARDWARE ASSOCIATION CONVENTION, 
Indianapolis, Jan. 29, 30, 31, Feb. 1, 1929. G. F. Sheely, 
managing director, 911-913 Meyer-Kiser. Bank Building, 
Indianapolis. 


Iowa Retait HARDWARE ASSOCIATION CONVENTION AND 
Exu1siT10N, Hotel Savery and Des Moines Coliseum, Des 
Moines, Feb. 12, 13, 14, 15, 1929. A. R. Sale, secretary- 
treasurer, Mason City. 


Kentucky HarpwarE & IMPLEMENT ASSOCIATION CON- 
VENTION AND EXHIBITION, Seelbach Hotel, Louisville, Jan 
22, 23, 24, 25, 1929. J. M. Stone, secretary, 202 Republic 
Building, Louisville. 


LovIsIANA RETAIL HARDWARE AND IMPLEMENT ASSOCIA- 
TION CONVENTION, Mansfield, June 17, 18, 19, 1929. Guy 
Nason, secretary, Starkville, Miss. 


MICHIGAN RETAIL HARDWARE ASSOCIATION CONVENTION 
AND ExHIBITION, Detroit, Feb. 5, 6, 7, 8, 1929. Headquarters, 
Hotel Statler. Exhibit at Convention Hall. A. J. Scott, 
secretary, Marine City. 


MINNESOTA RETAIL HARDWARE ASSOCIATION CONVEN- 
TION, Feb. 19, 20, 21, 22, 1929, at Minneapolis Municipal 
Auditorium. Chas. H. Casey, manager-treasurer, Nicollet 
at Twenty-fourth Street, Minneapolis. 


MississipP!1 RETAIL HARDWARE AND IMPLEMENT ASSOCIA- 
TION CoNnvENTION, Gulfport, June 10, 11, 12, 1929. Guy 
Nason, secretary, Starkville. 


MonTANA IMPLEMENT & Harpware ASSOCIATION Con- 
VENTION, Bozeman, Feb. 4, 5, 6, 1929. A manufacturer’s 
exhibit will also be held from Feb. 4 to 8, inclusive. A. C. 
falmage, secretary, Bozeman. 

NATIONAL RETAIL HARDWARE ASSOCIATION CONGRESS, 


Oklahoma City, Okla., sometime in June, 1929. Dates to be 
decided later. H. P. Sheets, managing director, 915-935 


Meyer-Kiser Bank Bldg., Indianapolis. 


NEBRASKA RetaiL HarpwWARE ASSOCIATION CONVENTION, 
Lincoln, Feb. 5, 6, 7, 8, 1929. Exhibit at University Coliseum. 
Hotel headquarters will be announced later. George H. Deitz. 
secretary, 414-419 Little Building, Lincoln. 


New ENGLAND HarpwarRE DEALERS’ ASSOCIATION CON- 
VENTION, Mechanics’ Building, Boston, Feb. 20, 21, 22, 
1929. Geo. A. Fiel, secretary, 80 Federal Street, Boston, 9. 


New York STATE RETAIL HARDWARE ASSOCIATION Con- 
VENTION AND EXHIBITION, Rochester, Feb. 5, 6, 7, 8, 1929. 
Headquarters, Powers Hotel. Exhibit at Edgerton Park. 
John B. Foley, sec., 412 City Bank Building, Syracuse. 


NortH Dakota RETAIL HARDWARE ASSOCIATION CON- 
VENTION AND EXHIBITION, Jamestown, Feb. 12, 13, 14, 
1929. C. N. Barnes, secretary, Grand Forks. 


Ou10 HarpWaRE ASSOCIATION CONVENTION AND Ex- 
HIBITION, Cincinnati, Ohio, Feb. 19, 20, 21, 22, 23, 1929. 
Headquarters, Gibson Hotel. James B. Carson, secretary 
315 Mutual Home Bldg., Dayton. 


OKLAHOMA HARDWARE AND IMPLEMENT ASSOCIATION 
CoNnvVENTION, Jan. 29, 30, 31, 1929. Chas. L. Unger, secre- 
tary, 207-208 Bloomfield Building, Oklahoma City. 


Orecon Retait HarpwarE & IMPLEMENT DEALERS 
ASSOCIATION CONVENTION, Portland, Feb. 5, 6, 7, 1929. E. 
E. Lucas, secretary-treasurer, Hutton Building, Spokane. 


Paciric. NortHwest HarpwaRE & IMPLEMENT Asso- 
CIATION CONVENTION, Spokane, Wash., Jan. 30, 31, Feb. 1, 
1929. E. E. Lucas, sec-treas., Hutton Building, Spokane. 


PANHANDLE HARDWARE AND IMPLEMENT ASSOCIATION 
ConveNnTION, Amarillo, Tex., April 8, 9, 10, 1929. Head- 
quarters, Amarillo Hotel. C. L. Thompson, secretary, Can- 
yon, Tex. 


PENNSYLVANIA AND ATLANTIC SEABOARD HARDWARE 
AssociaTION, INC. CONVENTION AND EXHIBITION, Com- 
mercial Museum, Philadelphia, Feb. 12, 13, 14, 15, 1929. 
Sharon E. Jones, sec., 610 Wesley Building, Philadelphia. 


SoutH Dakota RETAIL HARDWARE ASSOCIATION CON- 
VENTION, Sioux Falls, Feb. 5, 6, 7, 1929. Chas. H. Casey, 
manager, Nicollet at Twenty-fourth Street, Minneapolis. 


SOUTHERN CALIFORNIA RETAIL HARDWARE ASSOCIATION 
ConvENTION, Los Angeles, Feb. 20, 21, 22, 1929. H. L. 
Boyd, secretary, 508 Spring Arcade Building, Los Angeles. 


SOUTHEASTERN RETAIL HARDWARE AND IMPLEMENT As- 
SOCIATION, composed of Alabama, Florida, Georgia and 
Tennessee, Convention and Exhibition in Atlanta, Ga., May 
14, 15 and 16, 1929. Walter Harlan, secretary-treasurer, 
701 Grand Theater Bldg., Atlanta, Ga. 


Texas Harpware & IMPLEMENT ASSOCIATION CONVEN- 
TION AND ExuIBiTIon, Dallas, Jan. 22, 23, 24, 1929. Head- 
quarters, Baker Hotel. Dan Scoates, sec., College Station. 


VIRGINIA RETAIL HARDWARE ASSOCIATION CONVENTION, 
Jefferson Hotel, Richmond, Feb. 19, 20, 21, 1929. Thos. 
B. Howell, secretary, 602 Broad Street, Richmond. 


WEST VIRGINIA HARDWARE ASSOCIATION CONVENTION 
AND EXHIBITION, Fairmont, Jan. 22, 23, 24, 1929. James 
B. Carson, secretary, 315 Mutual Home Bldg., Dayton, O. 


WIsconsIn RetatL Harpware ASSOCIATION CONVEN- 
TION AND ExHIBITION, Auditorium, Milwaukee, Feb. 5, 6, 
7, 8, 1929. P. J. Jacobs, secretary, Stevens Point. Exhibit 
manager, George W. Kornely, 1476 Green Bay Avenue, 
Milwaukee. 
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The Big 4 


Ihat lead in Cross-Cut 


Saw Sales... 


SALES—that is what every hardware 
dealer wants. Stock that turns over 
quickly is the answer, and to the man 
who wants to sell more Saws SIMONDS 
CRESCENT GROUND CROSS-CUTS 


are also the answer. 





Demand has made these saws the best 
sellers and quality has kept them sold. 
The BIG FOUR in the field are 
SIMONDS Nos. 22, 133, 324, 325. If you 
stock them you sell them—and remem- 
ber they are fully guaranteed. 


Your jobber can supply you. Ask him. 





























Saw andSteel 


Company 
“The Saw Makers” 
“Established 1832” 


HARDWARE DEPT. 


FITCHBURG, MASS. 
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Hot of the Nail Ke 


Little yarns that others have laughed 


over culled from various sources. 


contemporary puts it: 
have been copied, the rest will be.” 








“My husband bought a table and six | 


chairs at auction today,’ asserted Mrs. 
Botts proudly. 
“T suppose he already has the chips,” 


suggested her neighbor. 





“Shirts that laugh at the laundry” was 
advertised by a certain firm. One of ours, 
bought elsewhere, has such a keen sense 
of humor that it arrived home the other 
day with its sides split. 





“Do you think it healthy to keep your 
hogs in the house?” a social investigator 
asked. 

“Waal, I dunno,” was the reply. “But 
I been a-keepin’ my hawgs there for 14 
years and I ain’t never lost one of ‘em 
yet.” 





He—“Do you indulge greatly in tcrpsi- 
chorean art?” 

She—“Oh, why bother about such things ? 
Let’s dance.” 





A Los Angeles patrolman had brought 
in a Negro woman somewhat the worse 
for wear, and the desk sergeant, with his 
very best scowl, roared: 

“Liza, you've been brought in for in- 
toxication !” 

“Dat’s fine,’ beamed Liza. 
can start right now!” 


“Boy, you 





He—“You’ve been out with worse look- 
ing fellows than I am, haven’t you?” 

No answer. 

He—“I say, you’ve been out with worse 
looking fellows than I, haven’t you?” 

She—“I heard you the first time. I was 
trying to think!” 

Donald (to wife at English railway 
station)—“Wha! Ye canna get a porter 
tae tak oor luggage?” 

Wife—‘Na, na. Ye try, Donal’, ye’re 
accent’s no’ quite sae noticeable.” 





Mother—“And why did you put this frog 
in sister’s bed?” 

Son—“T tried to find a mud turtle and 
couldn’t.” 





Smith—“It is not the cost of the car 
that worries the average motorist, but the 
upkeep.” 

Jones—“And sometimes the turnover.” 


Recently arrested and brought to court 
| was an Irishman, to whom the thing was 
a new experience. 
abashed and were an air of a man deter- 
mined not to get the worst of it. 


| “Prisoner at the bar,” sang out the 
<6 . ° 
| clerk, do you wish to challenge any of 
| the jury?” 


Pat looked the men in jury box over 
very carefully. 

“Well, Oi’ll tell ye,” he finally said, 
“Oi’m not exactly in trainin’, but Oi think 
| Oi could step a round or two wid that fat 
old boy in th’ corner.” 





“Yes,” said the man in the ancient over- 
coat with bulging pocket. “Bill and I are 
in partnership, but we don’t carry the same 
goods.” 

“Explain yourself,” said a friend. 

“Well, Bill goes around sellin’ a stove 
polish that leaves a stain on the fingers, 
and I go around next day with the only 
soap that will take it off!” 





“Could I interest you in this lightning 
pocket calculator?” inquired the gentle- 
manly salesman. 

“Nothing doing!” 
commuter. “My wife attends to that job 
every night!” ' 





“He had the wrong viewpoint.” 

“How was that?” 

“He was looking through the keyhole 
and the blind was up all the time.” 





He (absent-mindedly )—“You’re a dear, 
sweet girl, Anna.” 

She—“Why, Harry, my name is Sue.” 

He (recovering )—‘I say you’re a dear, 
sweet girl, an’na love you with all my 
heart.” 





“George, do you know what that A. D. 
stands for?” asked Mr. Jones, pointing 
to a cornerstone of the building bearing 
the date “A. D. 1924.” 

“Suttinly, boss, suttingly,” responded the 
chauffeur. “Why, dat here A. D. stands 
for ‘All Done.’” 





“Is she very pretty?” 
“Pretty? Say, when she gets on a street 
car, the advertising is a total loss.” 





“Some of them 


He was, however, un- | 


exclaimed the weary | 





ii 






Asa 


How much did Philadelphia Pa? 
How much does Columbus O? 
How many eggs did Louisiana La? 
What grass did Joplin Mo? 

We call Minneapolis Minn, 
Why not Annapolis Ann? 

If you can’t tell the reason why, 
I’ll bet Topeka Kan. 





| A New Yorker met a Scotchman, just 
back from the Florida golf courses, strug- 
| gling up Broadway dragging an alligator. 
“What are you doing with that alli- 
| gator?” he asked. 
“The son of a gun has my ball,” replied 
the Scot. 





| Angry Customer—“These eggs aren’t 
fresh.” 

Indignant Grocer—“Not fresh? Why, 
the boy brought them from the country 
this morning.” 

Customer—‘What country?” 





“Mother, was your name Pullman be- 
fore you were married?” 

“No, dear. Why do you ask?” 

“Well, I just wondered. I see that name 
on a lot of our towels.” 





Visiting M. D.—‘Farmer Brown, I’m 
afraid I can’t come out to see you any 
more.” 

Farmer (worried)—“Why, what’s the 
matter, Doc?” 

M. D.—‘“‘Why, every single time I come 
out here your ducks insult me.” 








“TI shall have to ask you for a ticket for 
that boy, ma’am.” 

“T guess not.” 

“He’s too old to travel free. He occu- 
pies a whole seat and the car’s crowded. 
There are people standing.” 

“T can’t help that.” 

“I haven’t time to argue this matter, 
ma’am.. You'll have to pay for that boy.” 

“T never paid for him yet.” 

“You'll pay for that boy, ma’am, or I'll 
stop the train and put him off.” 

“All right; put him off if you think 
that’s the way to get anything out of me.” 

“You ought to know the rules of this 
road, ma’am. How old is that boy?”: 

“I don’t know. I never saw him be- 
fore.” 
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Screen cloths that WON’T RUST will 
satisfy your customers... 





In screen cloth sales, the difference between a satisfied 
and a dissatisfied customer hinges on one small word 


CHASE 


—rust, See that your customer gets a screen cloth that 
The Mark that Identifies Good 


will not rust—the only kind that can give him a per- eee eee ee 


manent defense against insects. 

Chase Bronze and Copper Screen Cloths are im- 
mune to rust. They are fine looking, strong and well 
made. They provide sure and permanent screening pro- 
tection. On Screen Cloth—as on many other rustless 
products—the name Chase stands for dependable mer- 
chandise . . . the type of merchandise that makes satis- 
fied customers. 

Chase Bronze and Copper Screen Cloths come in 
strong, attractive wrappings. A roll of 100 lineal feet 


generally contains only one piece—never more than two. 


And Quick Service on Pick-Ups + You don’t need to carry 
a large supply when you stock Chase Screen Cloth. For 
Chase has thirteen warehouses in important centers from 
coast to coast . . . jobber’s stocks in practically every large 
city of the country . .. Which means that you get quick ser- 
vice on pick-ups all season through—a service which only 


Chase offers. 





CHASE 


The Mark that Identifies Good 


Br. and Co, Products. . 
me rere The Mark that Identifies Good 
Brass and Copper Products. 


CHASE BRASS AND COPPER CO. 


rm. CG OR FP COC XR AT ED 
WATERBURY . : CONNECTICUT 
Branch Offices and Warehouses + *New York, *Boston, Rochester, "Newark, *Philadelphia, 


“Baltimore, Pittsburgh, *Cincinnati, *Cleveland, *Detroit, *Chicago, *St. Louis, *New Orleans, 


Dallas, *Los Angeles, *San Francisco. *Warehouse stocks are carried in these cities 
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Byrd Expedition Takes 
AMERICAN SCREWS 











HEN inferior products may 

mean loss of life or failure to 
succeed, no chances are taken. 
America’s greatest explorer, there- 
fore, is equipped with the best 
materials this country can produce 
—among them are American 
Screw Company Wood Screws. 


American Screws are recognized by Navy 
officials to be the best for both metal and 
wooden construction. They are easy to 
insert and hold tight under the most try- 
ing circumstances of strain and weather. 
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% = 
WOOD MACHINE STOVE TIRE 
SCREWS SCREWS BOLTS BOLTS 


AMERICAN SCREW CO. 
PROVIDENCE , R. 1.,U.S.A. 


Western Depot: 225 West Randolph St., Chicago, Ill. 


“Put It Together With Screws” 








| serious competition from certain directions. 


SEEIN’ THINGS 


(Continued from page 61) 


reason is a fact that anybody, who will take the time 
and trouble to look around, can check up and prove 
for themselves. 

Therefore, allow me to say in concluding this article 
that if you wish to learn the news, to know what is 
happening and to gather fresh ideas, just get out and 
travel a few miles from home. 

If a few of the head men of jobbing hardware 
houses would take the time and trouble to get into an 
automobile and visit the trade, first in their own cities 
and then in neighboring cities, and study the retail 
prices that are being made on goods, they would cer- 
tainly be surprised at prevailing conditions. This state 
of affairs is sure to react adversely upon the general 
business situation. No dealer can continue to sell goods 
without a profit and continue in business. 

Now, in this article I am not attempting to convey the 
idea that the retail dealer is not confronted with certain 
This com- 


| petition, however, should be handled intelligently. It 


| should be 


| during the winter will be more than thankful. 


studied. When it has been studied and 
analyzed, it is not nearly as serious as some dealers 
seem to think. 

The whole point of this article is that after this long 
trip, the writer returned to his office with the impression 
that not only many retail dealers, but even some of the 
jobbers, have become panic stricken. They have lost 
their poise and balance. As James Whitcomb Riley 
wrote in one of his most popular poems, “They are 
seeing things.” 


Let February Boost Spring 
Trade 


(Continued from page 56) 


Some- 
thing like this will start them thinking: 

“House cleaning, gardening and fishing mean busy 
days soon; let us help you get the small painting done 
now.” 

Then other cards can tell of the advantages of lac- 
quer, quick-drying enamels, the uses of shellacs and 


| floor polishes, but especially the message should carry 
| the importance of deciding early upon a color scheme 
| for for the big job of painting and of getting ahead with 


the indoor work and repainting and decorating of the 


| furniture inside the house as well as for the porch. 


| all of the indoor work they can get for winter. 





Paint retailers can well afford to take a leaf from 
the experience of some very successful painting contrac- 
tors who decline indoor jobs in summer, and who solicit 
By 
stressing the reasons for winter indoor work, these con- 
tractors are able to get a fairly even volume of work 
all year. The reasons presented are: 

It is possible to control the temperature and moisture 
conditions of the interior of a building, which insures 
better painting conditions. 

Insects and dust, which so seriously affect interior 
painting at certain seasons, are absent. 

There are fewer out-of-door attractions. 

With cards presenting these thoughts, the windows 
shown here will draw trade directly. They present 


graphically what we believe to be the greatest lure the 
paint trade has ever enjoyed—that of attractive ama- 
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teur painting. A very high percentage of people love 
to dabble with some sort of mechanical or art work, and 


if they are not painting they will be doing something | 


else, and you might as well have them for your custom- 
ers. 


| 


In both of these displays, undecorated furniture novel- | 


ties are used as the basis of the display. 
stock any of these novelties, you should do so. But if 
you are not ready to add this line, then borrow some 
from the nearest dealer, and so state on a suitable card. 

There is, however, another consideration. Many 
people have well made and in many ways satisfactory 
furniture that is old and needs redecorating. In order 
to carry the suggestions directly to these people, include 
some half re-decorated old chairs and tables in a dis- 
play. 

A window arranged entirely with such furniture will 
attract much attention. The antiquing liquids are ex- 
cellent to use in arranging such a display. Despite the 
popularity of bright colors, not everyone wants green 
and red chairs, but we do believe that everyone prefers 


a well finished chair to one that looks as if it had been | 


left in the kitchen or perhaps the garage too long. Paint 
removers, cleaning fluids and tools should’be a promi- 
nent factor in this re-decorating window. ; 

While this sale is on, be sure that some of the manu- 
facturer’s literature on house and building painting goes 
out with each purchase, no matter how small a purchase 
it may be. 


Paint Retailing Needs More 
Thinking 


(Continued from page 54) 


Less than 20 per cent of the dealers interviewed ex- 
pressed fear of mail order competition. Quite a few deal- 
ers were concerned about competition from chain stores. 

The average dealer, according to his own words, wants 
to go out of his way to establish good relations between 
himself and the master painter. 

It was brought out by the shopping experiences with 
the salesmen that the customer is not sold paint—he 
buys it. Ninety per cent of the dealers have not felt the 
urge toward any plan for bringing customers to a favor- 
able decision. 


On a whole—among dealers there is absence of a defi- | 


nite plan of advertising in their communities. 

Investigators found window displays confined to mere 
arrangement of paint cans. Efforts of some manufac- 
turers for better windows are beginning to take effect. 
There is a growing desire to display material supplied by 
manufacturers. 

Analysis of publicity used by paint dealers indicates 
that too little attention has been directed to “‘out of sea- 
son sales.” 

A summary of dealer opinion as to the relative effec- 
tiveness of the various types of sales promotion material 
based on a par of 100 is as follows: 


is a i i ann eas ae eerie 80 
Newspaper advertising ................. 65 
ST TT err ere eee 70 
IN og 8- tk ars Cas pe ed's 95 
2 ins Pedal aime dels ia 
National advertising... 6.06.66 5.5 nee cis 55 
Oebdoer advertisnig. «cc... coenic cnss.. 40 
House to house work ................... 15 
a eee re 5 


If you do not | 











Allith 


(Round-a-Corner) 


Garage Door 
Hardware 


Hardware dealers 
should have A-P 
Catalog No. 97 
showing this and 
other hangers 
along with all 
kinds of building 















hardware. Write 
for it on your 
letterhead. 




















Allith ‘1189” is 
made to fit open- 
ings with any 
number of doors. 
Costs no more 
than the ordinary 
flat track type. 















































When your customers or the specifications 
call for round-a-corner installations—you can 
answer perfectly with Allith 1189.” 

The hanger with steel frame provides vertical 
adjustment and is swivel, reversible type. 
Wheel is 214” diameter. Axle is hardened 
steel. Lubricated roller bearings. 

This fine hanger rides on Allith 7” diameter, 
high carbon steel tube track. Malleable brackets 
fit in track anywhere to meet requirements. Of 
course, “1189” is always on the track—Allith has 
taken care of that! 


Allith-Prouty Company 


Danville, Illinois 


Manufacturers of 
Spring Hinges 
Overhead Carriers 
Door Hangers 


Garage Door Hardware 
Fire Door Hardware 
Rolling Ladders 
Airport Door Hardware Malleable Iron Washers 
industrial Door Hardware Stadium Seat Brackets 


Certified Malleable tron Castings 
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a EM” 


Adjustable 
RADIATOR SHIELDS 


Show your customers the radical 
difference between the prices of 
adjustable, ready-to-fit “GEM” 
Radiator Shields and made-to- 
order ones. Bigger sales will fol- 
ne 10 Oey sizes, gold-bronze, aluminum or 
ivory finish. Adjustable to radiator top 
widths 6” to 13”; lengths 11” to 65”. 
Beh & Co., 1140 Broadway, New 
York, N. Y. 


Buy from your jobber 


DUSTERS 
‘for AUTOS 


Ostrich Feathers 
Skunk-Hairs 
With Gum Handles 


Post and freight free 


WILLY EISENMENGER 
LUDWIGSBURG (GERMANY) 
Representatives wanted 

































When Your Customers Ask for a File Sell Them the 


SWEDISH CIRCULAR CUT FILE 





Made in Sweden—and fally guaranteed. 


Craftsmen all over the world have been using these files for 
generations. 

They are reliable, 
hold their sharpness. 


have endurance, uniformity of temper and 


Bastard Flexible Blades 
Smooth Tanged 
Circular Cut Half-Round 


We Carry a Full Line of Swedish Made Tools and 
Hardware. 


Order from your jobber today, or write 


scanmas? IAN WESTERN IMPORTING CO., Ltd. 
07-109 Lafayette St., New York, N. Y. 
nie. Minn. Seattle, Wash. Montreal, Can. 


ARMSTRONG BROS. /mproved 
All Steel PIPE WRENCH 


Improved ball and socket action elimi- 
nates usual “frame.’’ Nut cannot fall 





























out. Side pull strain taken up by 

forged lugs. No exposed 

springs. Replaceable Tool 

Steel Jaws. 

Write for You will thrill at the 
Catalog “feel” of this wrench— 
P-10 at its éxceptional strength, 


simplicity, and efficiency. It 
is truly an improved tool typ- 
ical of the ARMSTRONG BROS. 
Line of Better Pipe Tools. 


ARMSTRONG BROS. TOOL CO. 
“The Tool Holder People” 
Chicago, U. S. A. 


314 N. Francisco Ave. s 
s8 RR ERTS TEES A NRE 




















The Largest Department in this 
Fifty-Year-Old Store is Paint 


(Continued from page 51) 


Mr. Johnston attacked his new line seriously, so much 
so that in the anniversary booklet, published by the firm 
on the occasion of the golden anniversary, it was said 
of him: “Mr. Johnston has demonstrated that he not 
only knows how to sell paint, but that he understands 
its use. That is why his judgment is valued, and his ad- 
vice is sought by those who have painting problems.” 
It is also interesting that in this anniversary booklet Mr. 
Johnston is listed both as a member of the department 
manager’s staff and as a traveling salesman. 

The demonstrations, which have played so prominent 
a part in the building of the paint sales, will be con- 
tinued to help the open seasons to higher peaks and to 
build business during what are ordinarily dull seasons. 
The anniversary booklet says: “In addition to duPont’s 
products, Condé carries a complete stock of Dutch Boy 
and Carters white lead, turpentine, oils, brushes, putty, 
sandpaper and other painters’ supplies.” 


What Ails Manufacturing? 


(Continued from page 65) 


hold purposes, if there is any quality difference between the 
old product and the new, I could not detect it. I can 
think of few lines, in hardware or for that matter in any 
industry which would show more than a mythical dif- 
ference between the product of a properly planned pro- 
gressive line and the best hand work. 

The quality argument, then, also breaks down on closer 
analysis and actual trial. Granted, then, that in most in- 
dustries quantity production in the abstract is a possi- 
bility, is it a practical possibility to a manufacturer who 
is already hanging on by his teeth to a precarious profit 
that slips often into the red? 

That is a question I cannot attempt to answer. I see in 
the course of a few years many companies whose owners 
would ‘be better off if they were to liquidate the business 
while there is still something left to liquidate. 

However, most sound businesses possess substantial 
values in good will, experience and established reputation. 
It is to such businesses that the call of the times comes 
with especial force. For only by stopping the losses of 
obsolete methods can these real values be preserved. Nor 
must it be forgotten that there is opportunity, as well as 
the threat of disaster, in the new production principles. 

Although we are not manufacturers, we recently ex- 
perienced the benefits of applying some of these principles 
in our own business. It was necessary to move into a new 
building, and before we moved we went very thoroughly 
into the possibilities of reducing our costs. Labor is a big 
item in warehousing, and we planned in the new building 
to use conveyors and material-handling devices wherever 
possible to advantage. In effect, we handle the filling of 
an order on the same flow basis I am advocating for pro- 
duction. We also put in a bonus system as a stimulus to 
greater labor productivity. 

We had set a time of three hours for filling an order. 
Some of our friends said this was an impossibility. But 
with the improved mechanical equipment and the greater 
interest of the men, we not only found it possible to fill 
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practically every order in three hours, but to do it with 250 
less men. 

In any plant which has not yet brought its methods 
up to date, there is little question that savings of like pro- 
portions or greater can be made. What plants are going to 
make them? If I knew the answer to that, I would know 
with whom we will be doing business 10 years hence. 


Everybody’s Business 
(Continued from page 59) 


it results in the elimination of waste and lower prices to 
consumers. 

Many are the problems now up for solution. Those 
having to do with the shortcomings of human nature are 
the oldest and most serious. They are the ones that per- 
petuate injustice, dishonesty and the curse of war. Then 
there are countless new problems created by new condi- 
tions. Chief of these is the question of distribution. So 
absorbing has been the great task of producing things that 
very little attention has been given to marketing practices. 
While the cost of production was reduced more than one- 
fifth, the cost of transportation and selling products in- 
creased threefold. A while back 10 per cent of our people 
were engaged in distributing articles; now 25 per cent 
are occupied in some process of distribution. The house- 
wife who buys a dollar’s worth of cereals in a nearby 
grocery pays 36 cents to the producers of the grain and 64 
cents to those who afterward handle it. 

Many remedies are being tried. The latest and most 
questionable is high-pressure marketing. Powerful forces 
are at work to make going into debt not only a universal 
habit but something akin to a patriotic duty. Compelling 
arguments are advanced to make the consumer eat more, 
wear out more clothes, take more pills and blow ott more 
tires. The effects of this artificial plan are temporarily 
exhilarating to profits. But eventually the same forces of 
science and invention that were so successful in perfecting 
production must disclose ways to save the billions of dol- 
lars wasted in crude methods of marketing. 

The businesses that will be the least disturbed by coming 
trade reactions and readjustments will be those that have 
come nearest to fitting production to normal demand and 
that have refused to engage extensively in overselling 
consumers. Prosperity can only be maintained by a steady 
growth in the purchasing power of the masses. The same 
mechanical ingenuity that pushed us ahead so rapidly in 
many directions must be relied upon to bring forward the 
lagging sectors in our great industrial advance. 

There could be no more faulty philosophy than that 
which is now inclined to direct censure upon devices that 
save time, materials and human energy. The fact that we 
often misuse machines, over-exploit their possibilities and 
improperly distribute their benefits, does not belie the truth 
that they are the foundation of our national supremacy. 
So it is reassuring in times like the present to learn that 
our technological progress is continuing unabated. In sup- 
port of this assertion let me offer a few facts to indicate 
the trend of current mechanical developments. 

The world’s largest machine for use in the manufac- 
ture of paper has just been put into operation. It is 
double the size of most of the machines heretofore em- 
ployed and will provide twice the output. A mammoth 
tramway is just being completed in California and will 
carry 29 tons of sawed lumber across a deep canyon at a 
speed of 20 miles per hour. This big carrier will make 
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FAIRBANKS 
Hand Trucks 


The of 
Quality 





ren 


“> kin 


“The Complete Line” 





There are all sorts of Prices for Hand 
Trucks, but there is But One Fairbanks 
Quality. The result of 35 years of manu- 


facturing experience. 


The FAIRBANKS Company 


BOSTON NEW YORK PITTSBURGH 
Rome, Ga.; Binghamton, N. Y. 
Distribution in all principal cities 
Write for Complete Catalog 








RITE HARDWARE 


When you specify Rite Builders Hardware you receive prod- 
ucts of an institution which for more than a quarter of a 
century has cherished the tradition of expert craftsmanship 
. . . always building to the very highest 
quality standards . . . always pioneering 
with the newest and most distinctive de- 
signs ... ever 
in the forefront 
with greater 
profits for 
hardware 
dealers. 


No. 1889x218 


Distributed by 
AMERICA’S LEADING JOBBERS 


Manufactured by 


Rite Hardware & Mfg. Corp. 


1646 N. Spring St. Los Angeles 
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Rugged strength and 
proven service are 
provided in the com- 
plete line of GRIFFIN 
Garage Hardware 
Sets-used by thought- 
ful builders every- 
where. +, + 7 


RIFFIN 


~ Manufacturing Co 


ERIE PENNSYLVANIA 
vanch Offices, 
Chicago, 555 W. Randoiph St. 


Boston, 76 Batterymarch 
San Francisco, 703 Market St. 














a round trip in six minutes, including the 200 seconds 
required for loading and unloading. 

A great western railroad tunnel will be completed a year 
earlier than expected as a result of the tremendous accom- 
plishments of a 50-ton mechanical centipede that crawls on 
its back into the tunnel as it is excavated and with. pro- 
truding arms supports the roof, eliminating cave-ins. In 
addition to the saving of time, this remarkable machine, 
which has the strength of hundreds of men, will effect 
an economy of nearly $3,000,000 in this one job alone. 

The size of nearly everything is being increased. It was 
only a few years ago when Dr. W. D. Coolidge first suc- 
ceeded in developing a small cathode-ray tube. No one 
then had much of an idea concerning the practical value of 
this type of radiation. But tremendous progress has been 


| made in the few intervening years and we now have a tube 


eight feet long, operating on 900,000 volts and capable 
of sending out a stream of electrons with a velocity of 
175,000 miles per second, the fastest speed ever accelerated 
by man. 

We now face the probability of producing in the labora- 
tory as high speed electrons as are given off by radium. 
At present there is less than a pound of radium available 
in the world. It now appears possible that by arranging 
a number of cathode-ray tubes in series, immersing them in 


| oil, and connecting the system with a source of tremendous 
| voltage, we may be able to produce such unlimited quan- 
| tities of high-velocity radiations as to revolutionize medical 


practice in the treatment of malignant diseases like cancer. 

The largest hydroelectric station under automatic con- 
trol that has ever been built will soon be completed on the 
Ohio River. When the ultimate capacity of the station 
has been realized, the output will be seven times larger 
than that of any similar installation in the world. Only 
two men will be needed in the guidance of this entire 


| operation. 


The largest holder for manufactured gas in the world 
has just been completed in Chicago. This huge installation, 
283 ft. in diameter, is not only remarkable because it stores 
20,000,000 cu. ft. of gas, but for the reason that it is the 
first comparable industrial structure in America to be flood- 
lighted and marked in cooperation with federal and local 
aviation authorities for the benefit of air traffic. 

The world’s biggest shovel has just been completed for 
an open-strip coal-mining company in Illinois. This great 
machine is able to lift 24 tons of material to the top of 
a teri-story building, and if placed in the center of a foot- 
ball field, could dig out the entire field and deposit the dirt 
in the stands without moving an inch from its original 


position. 


The largest electric lamp ever constructed was recently 


completed and resembles a radio tube in appearance. The 


bulb got so hot in the course of operation that it had to be 
equipped with a metal-fin radiator to carry off the intense 


| heat generated by the white-hot filament, which has a tem- 


perature of 5500 deg. Fahr—twice that of molten steel. 
The radiator catches the evaporated tungsten particles 
carried upward by the nitrogen gas that fills the bulb, 


| thereby preventing the blackening of the walls of the lamp. 


Lights of this type will probably find use at airports and in 


| motion-picture studios. 


It is a primary aim of industrial leaders today to either 


| produce or own something that is the world’s largest. This 


ambition is wholly in keeping with the spirit of the times. 
As a result of this competition throughout the entire field of 
creative effort, precedent has lost its force, traditions have 
been smashed and records shattered. A running story of 


| current scientific development in the wide realm of busi- 
' ness and industry will be told in these pages in succeeding 


articles. 
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Millions spent annually 
create builders insistence 
for Rustproof Products 


























wood screws, ma- 
chine screws, cap 
screws and set 
screws. Finished 
plain, nickel, brass, 
copper-plated, 
Sherardized, orhot 
galvanized. Also 
stove bolts, sink 
bolts, hanger bolts, 
nuts, rivets, burrs 


and specialties. 


Millions of product 
—aone standard for 

















accuracy ana quality. | — 
REED & PRINCE MFG.CO. | --.@ good Reason for 
} WORCESTER, MASS..U.S.A. Standardizing on 


WESTERN BRANCH ATCHICAGO- 12] NORTH JEFFERSON ST. Gran a Rap i ds Pu Heys 


Our complete line of sash pulleys furnished in Zincote 
finish offers you a splendid opportunity to capitalize on 
the insistence for rust-proof pulleys. 





Recognized as the finest—Grand Rapids Pulleys cost 
no more than ordinary ‘pulleys. For over a quarter of 
a century the majority of the trade have standardized 
on this complete and superior line. Obviously it pays. 


Catalog, samples and prices gladly furnished on request. 


GRAND RAPIDS HARDWARE CO. 
558 Eleventh St., Grand Rapids, Michigan 
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GRAND RAPIDS 


HARDWARE COM PANY 


ALL ~STEEn 


SASH PULLEYS 
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They fe) They 
Are fe) fame, Are 
the Best | © the Best 


Millions 
and Millions 


Of People Are Pushing 


BOMMER SPRING HINGES 


; Whenever They Open a Door 


Follow 
the Line of Least Resistance 


Stock and Push Them 


Bommer Spring Hinge Co., Breoklyn. N Y 









































Wood 
Screws 


Rivets 
Roofing Nails 
Scratch Brush Wire 








THE BRIDGEPORT SCREW CO. 
Bridgeport, Conn., U. S. A. 


Representatives: 
Milton Pray Co., San Francisco, Los Angeles, Seattle 
George E. Quigley, Detroit 
G. M. Baird & Co., Memphis, Tenn. 





FAIRMOUNT 





A Different 
Goose Neck Bar 


Typical of the quality and utility of Fairmount Drop 


Forged Tools is the Fairmount Goose Neck Bar. 

Its broad flat lever surface and its deep properly de- 
signed jaws permit a steady and strong purchase from 
every angle 


You give full value when you sell this different kind of 
Goose Neck Bar, and you profit accordingly. Write for 
full particulars. 

POPULAR SIZES 

No. 49?—% "x24" 

Ne. 494—% "x30" 

No. 497—% "x30” 

No. 499— 1”°x36” 


Also available in six other sizes. 


[FAIRMOUNT 


TOOL E FORGING Co 


OB!' QUINCY AVE 





\, 7 TOOLS Give SERVICE AND Ca (7 





FANS— 


MILLIONS OF THEM 


Golf fans—base ball fans—boxing fans—we’re 
a nation of fans. Twelve months a year— 
every day in each week—we’re interested in 
sports, and twelve months a year we create a 
demand for SPORTING GOODS. 


We take our sports rather seriously, and we 
must be well equipped. We’re constantly on 
the lookout for better equipment. 


We look in the hardware merchant’s windows, 
and if he has something to show us we’re keen- 
ly interested. 

In the regular sporting 
goods issues of Hardware 
Age — published every 
second issue of the 
month—you will find 
practical ideas and sug- 
gestions for this profita- 
ble department of your 
store. 


Hardware Age 
239 W. 39th St. 
New York City 
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Get the Right 


Line 


to sell 


with the aid of the 
CLASSIFIED SECTION 


Nardvess Age 


239 W. 39th Street, New York City 








ee 


We are pleased to enclose order for one copy of the 
Ninth Edition of Hardware Age Verified List. 


As you no doubt know, our business-is almost exclu- 
sively with the wholesale hardware jobbers and when 
we tell you that our products are found in some 75,000 
stores in the U. S. to which we do not sell direct, you 
can readily understand that we find your Verified List 
of considerable value to us. 

We use it daily, we cannot afford to be without it and 
anticipate an early receipt of a copy of the Ninth Bdi- 
tion. 


Hardware Age Verified List 


OF WHOLESALERS AND RETAILERS 
CONTENTS OF NINTH EDITION 


Wholesale Hardware Houses in United States, Canada and 
Foreign Countries. 

Retail Hardware Stores in United States, Canada and 
Foreign Countries; also General Stores, Lumber Yards, etc., 
handling hardware. 

Chain Hardware Stores in United States and Canada. 

5, 10, 25c. to $1.00 Syndicate Stores earrying hardware in 
the United States and Canada. 

Department Stores carrying hardware and housefurnish- 
ings in the United States. 

Manufacturers’ Agents in United States, Canada and 
Foreign Countries. 

Automobile Accessories Jobbers. 

Mill, Steam, Mine and Machinery Supplies Dealers. 

Export Merchants handling hardware and kindred lines. 

Sporting Goods Wholesalers. 

Mail Order Houses handling hardware and housefurnishings. 

Woodenware and Willow-ware Wholesalers. 

Paint, Oi] and Varnish Jobbers. 

Radio and Electrical Goods Jobbers. 

Plumbers and Tinners Supplies Jobbers. 

Membership Lists of Hardware Associations. 


Hardware Age Verified List of Wholesalers and Retailers 
is indispensable in economic direct-by-mail promotion 
work and also a helpful guide for salesmen’s calls. Every 
manufacturer’s sales manager should have one on his 
desk, and every salesman could profitably carry a copy in 
his grip. Since the previous issue was published there 
have been more than 10,000 additions and corrections, and 
these all appear in the Ninth Edition. 

Hardware Wholesalers and Manufacturers’ Agents find 
Verified List of great value in “checking” their prospect 

records. 


It really is 18 directories in one. 


PUBLISHED ANNUALLY 


Price of the Ninth Edition, 
$15.00 postpaid. 





TYPEWRITTEN MAILING LISTS. We can fur- 
nish you with lists of the principal trades and pro- 
fessions in the United States, Canada and foreign 
countries, Prices quoted upon application. 








ADDRESSING, MULTIGRAPHING, ETC. We 
have facilities for addressing envelopes, cards and 
broadsides from your list; and for multigraphing and 
filling-in form letters. Prices quoted upon application. 











Hardware Age Verified List Department 
239 W. 39th St. New York, N. Y. 


ee Re ee 
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BUY 
ATLAS TACKS 
€ SMALL NAILS 















ATLAS TACK CORPORATION 
; Fairhaven, Mass., and St. Louis, Mo. 


WALWORTH 


Walworth Company, General Sales Offices: 
51 East 42nd St., New York 


Plants at Boston, Mass.; Kewanee, III.; 
Greensburg, Pa., and Attalla, Ala. 
Distributors in Principal Cities of the World 


Walworth Company, Limited, 10 Cathcart St., Montreal, P. Q. 
Walworth International Co., New York, Foreign Representative 


Makers of Dan Stillson’s Wrench 




















ee 99 d 4 a 
Yankee” Hand Drill Demonstrator ry) 
Lets customer operate these two interesting “Yankee” Hand Drills for 
himself, as in use. Shows him how Ratchet Movements on No. “VANKEE” N@ 1435 
| ad 1530 and two speeds on No. 1435 will solve his drilling prob- 
a lems. Hand Drills can be sold to Electricians, Motorists, Metal NEW 
others I id. \ Workers, Carpenters and Householders. They interest men - 
py i “ee , of every calling and profession—also boys. Two speeds and lock. Slow speed 
nN, —— geared, giving greater power. 
-. e/a . ree jaw chuck for round shank 
‘ ff The Market Is Growing Fast drills. “Capacity %”. 
y 4 
NY D>": This Demonstrator on your counter starts them buying. 
. It is FREE with your order for four Drills. 
1 The quantity of drills has been kept down to an absolute 
minimum. 
om | Most representative jobbers have stock and can ship at 
i 1 once. An order now will bring you an immediate increase 
| in your drill business. Famous Double Ratchet for con- 
Drills tinuous drilling in close -—oO 
¢ t o . Five adjustments—one_ speed. 
hameved ty NORTH BROS. MFG. COo., Philadelphia Three jaw chuck for round shank 
customer. drills. Capacity %”. 





HIGHEST QUALITY 


fermen 











THE RELIABLE 


PRESIDENT 
LAWN MOWERS 


A Complete Line 
Wide range of sizes and prices. 
Finest workmanship and finish. 





‘ Eastern Distributors 


PHOENIX HARDWARE CO. 


95 Howard Street Newark, N. J. 
Telephone: Market 2962 


FEATURES that sell ovens 


Nesco ovens are quality ovens. 
Sell easier because built to last. 
Full tin lined —double walls, as- 
bestos insulated — heat indicator 
—air circulation—heat deflector 
—two locks. Specify ‘*Nesco” 
to your jobber. 

Nationa ENAMELING AND 
Stampinc Company, Inc. 
13 12th St., Milwaukee, Wis. 


nd Sy 0 
OVE 


The Nationallt 





























4 
Advertised Trade Mark 
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A NEW SPRING OILER 


The bottom can’t loosen or leak! 


The brass spring bottom 
on this new oiler cannot 
loosen and leak from 
constant “working,” as is 
the case on ordinary oil- 
ers. 

This new Hammer and Com- 
pany Malleable Iron Oiler 
has a seating groove in the 
body, and the down turned 
flange of the brass bottom is 
forced into this groove. 
Your trade will welcome 





—_ oe them, because even with 
= constant hard usage, they : 
never loosen or leak. Pat. Improved 
Bottom 








CLAMPS THAT GRIP and HOLD 


Malleable Iron Clamps are of superior 
quality, ruggedly constructed with 
extra strong frames to grip and hold, 
and withstand long, hard service. 

All Hammer and Company Malleable 
Specialties sell quickly and satisfy, 
and pay the dealer a substantial profit. 

Send for folder and trade prices. 





H. P. Screws 





uilders’ Clam 
Air euler refined dhidile iron 
steel and semi-steel castings to order 


Malleable Iron Fittings Co. 
BRANFORD, CONN. 











= CHICAGO) 
SPRING HINGES 


Screen Door Spring Hinges 


Adjustable fl 


Tension 








| 
These hinges are con- | 
structed of heavy ff 
wrought metal and | | 
finished in a most ex-__|f 
cellent manner. 


The spring is made 
of tempered steel 
wire, and is com- | 
pletely enclosed. The ff 
tension is adjustable. | 
This hinge is also ff} 
made for half-sur- | 
face application. | 

TYPE 3005 Type 4005. i 


Send for Catalogue H-42. 





Chicago Spring Hinge Company, 
CHICAGO NEW YORK | 




















The New 
Boston Rubber Chair Tip 


The Tip and Its Parts 
Brass Nail 


SprinGriP Trade Mark 


Brass Washer 





The Rubber Tip with 
the Brass Washer 

| ng Nail Moulded in 
Same. 


4 


THE ELASTIC TIP CO. 


Manufacturers of Rubber Specialties 


370 Atlantic Avenue, Boston, Mass. 


Spring 
Socket 


! 





Patented 
Send for Catalogue 














The Modern store of 
When A. M. Griffin of Plainfield, A. M. Griffin, Plain- 
N. J., found himself confronted with field, N. J., is Heller- 
this problem, he decided to do some- equipped. 
thing about it. He felt that if the 
chain store could make a success of 
itself the independent dealer—always the bulwark of his com- 
munity—could do so likewise. So he studied chain store methods 
—discovered suddenly that his old store was hopelessly out of 
date—found that people won’t buy unless they can see what is 
for sale. He found out, by diligent inquiry, how Heller could 
re-equip his store—place ‘his stock in such a manner that people 
couldn’t resist buying. 


Now business is good with Mr. Griffin. People like to shop in 
this modern, well-appointed store. 


Does the above question apply to your store? If so, send the 
coupon today for Heller’s personal advice and suggestions. No 
obligation or cost on your part. 


HELLER 


Business Building Store Equipment 
Saat Oe ee yes re eee. FW. C. HELLER & CO. 


[) New Style Display Tables 700 Bryant St., Montpelier, Ohio 
O Price Tickets for Display Tables New York Office, 20 Vesey Street, 
O)Display Door Wall Cabinets Suite 500 

1-24-29 (66-A) Write name and address in margin below 
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DISPLAYS FREE 
that sell tools seaicianel 

12 BIG LINES FALLS 

. . « advertised to ma- 

chinists, automotive Dealers 

workers, carpenters, 

manual training schools, 

home tool users, etc. 

Braces, Levels, Hand 

and Breast Drills, Hack- 

saw Blades, Hacksaw 

Frames, Automatic 

Tools, Mitre Boxes, Plain 

Bits and Expansive Bi MILLERS 
its and Expansive Bits, ; 

oi Vane. a oe FALLS CO. 

New Electric Toolshop. Millers Falls, 
Write for particulars. (Level Display No. 600) Mass., U. S. A. 











Granite 
Cutters’ 
Tools and 
Supplies 
Complete catalog on request 


TROW & HOLDEN CO. 


Barre, Vermont 





KEYSTONE MFG. CO., 51 Chandler St., Buffalo, N.Y. 
Sales Representatives: Surpless, Dunn & Co., New York and Chicago 





A Business Builder 


1. Nationally known. 
2. Year-round demand. 


3. The standard of quality 
since 1903. 


Dealers: If your jobber cannot 
supply you, write direct for price- 
list and pint can free. 


eet 


| 


Puritan Soap Company 


Rochester, N. Y. 
a | 











~ 


Goodrich 
Garden Hose 


Nation-wide consumer accep- 
tance; a variety of brands to 
meet the needs of every purse. 


THE B. F. GOODRICH RUBBER CO. 
Established 1870 Akron, Ohio 











A praetieal 
transit that’s 


a 
proven 


seller| 


Sell Ti 








RM Ese 

ge Ses @mutae 

Oosweaco étxucacn W RERC HES 
BA Bitlet teen h. Cetts Cop sen» « 

Orsweto Teo! Compeny 

OS WEG O, Hig * 





Sell Six Wrenches Instead of One 


With this handy set of six Genuine Oswego Stillson 
Wrenches packed in a light strong box, it is almost as easy 
to sell the complete set, as to sell a single wrench. 


Send for descriptive leaflet. 


THE OSWEGO TOOL COMPANY 





Oswego New York 





Stop in 


We will be glad to help you 
with your sales problems. 


Hardware Age, 


239 W. 39th Se. 
New York Cley 
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IVER JOHNSON 


EVERYDAY SELLERS Simplex 














BICYCLES 
VELOCIPEDES | S cr ew]. acks 
JUNIORCYCLES y a 
REVOLVERS Sell on Stght! 
SHOT GUNS | Their Visible Screw, Stability, 
Send for Catalogue and Prices | Workmanship & Duco Coloring 
MAKE EVERY Y 
a Se Create SalesAppeal 

Iver Johnson’s Arms & Cycle Works, Fitchburg, Mase. a Bg otha re soa 
New York: 151 Chambers St. Chicago: 1086 W. Lake St. lempleto n, Kenly & Ory pate "Tree Ape hg all 

San Francisco: 717 Market St. EST.1899 —~ have been famous 

Chicago, IIL, U S.A: for Years 
The Milwaukee Circulating Pump & Mfg. Co. 
Announce 
CORRIN the Sale of Their 
American and Champion 
Grinder Lines 
THE CORBIN SCREW CORPORATION ” 
The American Hardware Corp., Successor The American Grinder & Specialty Corp. 
NEW BRITAIN, CONN. 58 Reed Street Milwaukee, Wisconsin 


Warchouses—New York, Chicage, Philadelphia 
Western Factory—Dayton, Ohio 








p a Holds Any Blade at Any Angle 
This feat k le af ale. S 
RIGHT NOW holds a rigid. Tae ‘holds pre 


blades. A paint scraper and shaver, stropper 
holder and seam cutter combined. The 


M Fh N 


Razor Blade Tool and Stropper 


retails at 25c. Write for Special Introduc- 
tory offer to— 


Sales Representatives: 


when ventilation 
without draft is 
essential 


Wurldobest , no” 
VENTILATORS 


A profitable item for dealers. Appearance and sturdiness 
attract buyers. Made of all-metal, finished in olive green 
baked enamel. So constructed that it keeps out rain and 
snow. Built-in bronze wire screen excludes dirt and dust. 
Nationally advertised. Order through your jobber or JOHN H. GRAHAM & CO., Inc. 


direct. 113 Chambers St., N. Y. C. 
ALLWEATHER VENTILATOR CO., Inc. | || yg am-SyG@S-> CO. New Haven, Conn. 


452 Lexington Avenue New York City 
YERS CHines 


) 
—~d 
MODERNIZE STORE METHODS 


To provide adequate storage facilities for shelf stock—to 
make it accessible and convenient for clerks and stock men 
to handle with absolute safety—to insure quick service for 
wholesale or retail trade—install one or more 
MYERS NOISELESS CUSHION TIRE STORE LADDERS. 

Deep tread steps, full length hand grips, rubber tires, over- 
head track system, firm construction throughout, eliminate vibra- 
tion and noise and produce a ladder of ample strength for 
safety, convenience and efficiency. One style onl at of 
design—attractively finished—any height—easily installed — 
meets most requirements. Circular on request. 


mE RF EMYERS & BRO.co. 
ASHLAND, OHIO. 
PUMPS-WATER SYSTEMS-HAY TOOLS - DOOR HANGERS 

















The reputation of f\ 
Brown €€ SHARPE 
Tov ts 


for Accuracy and Reliability 



















* 
Lad 
| 








finds them a ready market 
wherever metal is used 


BROWN & SHAFPE MFG Ct 
ProvipENce RI USA 


Worlds Standard of Accuracy 
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lassified Opportunities 
































Use the “Classified Opportunities Section” 
Jobbers’ Salesmen, Retailers and Retail Salesmen. 


BOXED DISPLAY RATES 


Manufacturers’ Agents, Jobbers, 


Classified Advertising Rates 


Opportunity Exchange Section hermes 













to reach Hardware Manufacturers, 


Positions Wanted Advertisements 
50% off rates quoted 





Address your advertisements and replies to 








Allow One Line for Keyed Address 


Samples of merchandise, literature, 








Set Solid, Minimum of 5 lines... .$3.00 Hardware A 
» NV ’ ¥ ge, Classified Oppor- 
Each additional line............ .60 Discoun:s for Classified Ad “i tunities, 239 West . St., New 
ge gee Minimum of 5 lines.. 4.00 "* ‘ ” vertasing York Cit 
ach additional line............ .80 4 insertions, 10% off; 8 insertions, 15% 
nas 90 Garde te 6 Bae off ” HARDWARE AGE is published each Thursday. 
Forms close Nine Days previous to date of 


Remittance Must Accompany Order 


catalogs, etc., requiring more than ordinary 
be addressed to box numbers. 








publication. 


reforwarding postage should not 








—emaevan 





seuiuaeiemmnne 





BUSINESS OPPORTUNITIES 


HELP WANTED 








LIGHT LOFT TO RENT FOR OFFICES 


In hardware building, 106-110 Lafayette St. Corner 
Walker St. Entirely occupied by hardware corpora- 
tions. Apply to John S. Melcher, 68 William St. or 
your own broker. 











About Five Hundred Shoe Scrapers 
With Brush Attached for Sale 


Any Reasonable Offer Considered 
Address Box I-235, care of Hardware Age, New York 














FOR SALE—Retail hardware store in best location in community draw- 
ing from 25,000 population within radius of ten miles. Will accept mod- 
erate initial payment and lease building for term of years at low rental, 

ving purchaser ample time to pay for stock on deferred payments. 
tery inventories about $40,000. This is a wonderful opportunity for an 
experienced retail hardware merchant. Address Box 1-226, care of Harp- 
warE AGE, New York. 


SALESMAN TO TRAVEL THROUGHOUT Central West and South 
selling tools for an established manufacturer to plumbing supply concerns, 
kardware jobbers and dealers, and other lines interested in those tools. 
Must be in a position to travel most of time. Give references, experience, 
and salary desired. Address Box I-234, care of HARDWARE AGE, New York. 


POSITIONS WANTED 











HELP SPECIALISTS 


HARDWARE INDUSTRY IN NEW 
STATE 


MALE AND FEMALE 


FOR THE YORK 


EVERY APPLICANT INVESTIGATED AND GUARANTEED 
FOR TEN TIMES THE WEEKLY SALARY INVOLVED 


ABBYE EMPLOYMENT AGENCY, INC. 
Remington Building 


113 W. 42nd Street Bryant 7374-5-6 








FOR SALE—A GOOD CLEAN STOCK OF HARDWARE, Plumbing 
and Tin Shop. In connection will sell hardware stock separate if desired. 
Stock invoicing around $20,000, doing a nice business, best location in 
Crestline, Ohio. Located at the junction of the main lines of Penna. & 
New York Central Railroads, also on Lincoln Highway. Address E. 
WEAVER, Crestline, Ohio. 


EXECUTIVES seeking new connections and others qualified for salaries 
of from $3,000-$20,000 yearly find in our confidential service a highly 
specialized dignified and effective means of placing themselves; not an 
agency. Send name and address for full particulars. J. T. JENNINGS, 
Room 306, First National Bank Bldg., New Haven, Conn. 


FOR SALE—HARDWARE AND IMPLEMENT BUSINESS in Cen- 
tral Wisconsin. Prosperous dairy section. Stock $6,000. Store, ware- 
houses, and residence $7,000. Want to sell to settle estate. Address Box 
1-240, care of Harpware Ace, New York. 











FOR SALE—Hardware store on the west side of Manhattan doing a 
good profitable business, equipped with the finest modern fixtures and high 
grade stock. Good opportunity for anyone. $7,000.00 required. Ad- 
dress Box 1-238, care of Harpware Ace, New York. 





CAN YOU USE THIS MAN? 


Desires to locate in the South. At present part owner, Vice- 
President and Treasurer of a successful New England Adver- 
tising) Agency. Recurring illness in his family forces a change 
to a more equable climate. Age 47; a Southerner and a college 
man; 25 years’ sucessful experience as a salesman, sales execu- 
tive end advertising man. Has traveled throughout the United 
States and is a keen and analytical student of conditions gen- 
erally. An opportunity to procure the services of a man of 
broad experience, sound judgment, unusual energy, and 
unwavering loyalty. Will consider executive position com- 
mensurate with his experience and ability. For references and 
further particulars, write Box 1-210, care of HARDWARE 


AGE, New York. 








~] 





WILL PURCHASE Easy, Maytag, Boss, ABC and ether makes of 
Electric washers for cash, large or small quantities. Replies confidential. 
Wire or write. CLAUSS ELECTRIC SERVICE, Inc, 218 West 4th 


t., Cincinnati, 





FOR SALE—Fully equipped foundry and machine shop, located Beckley, 
W. Va., in the heart of the bituminous coal field. Apply G. H. MOSS 
Beckley, W. Va. 

WANTED TO HEAR FROM OWNER HAVING ono fo or 
other business for sale. Give particulars and cash price. JOHN J. 
BLACK, B 174, Chippewa Falls, Wisconsin. 


WANTED—One used Duluth Hardware Scale. 








Must be in first-class 
Address 








condition. Ouote price when replying to this advertisement. 
P. O. Box 375, New Bedford, Mass. 
WANTED—COMPETENT AND EXPERIENCED = gp ag 


high grade suburban Chicago store. Sta 


MAN, 28-40 years, in 
NICHOLAS COM. 


perience, references, and salary expected in reply. 
PANY, Oak Park, Illinois. 








SALES EXECUTIVE WITH 12 YEARS’ EXPERIENCE in charge 
of sales, advertising, distribution Domestic and Foreign Markets. 
on familiar with wholesale hardware, mill supply, auto accessory oer 
ustrial trade, desires a connection with a manufacturer. Willi » 
leeate anywhere. Opportunity is as important as salary. Address 
1-128, care of Harpware Ace, New York. 





YOUNG MAN, 25. Thoroughly experienced salesman, employed during 
past four years by prominent New York hardware and housefurnishing 
jobber. Previously assistant buyer in hardware department of leading 
department store, Will 
travel if necessary. New 
York. 


POSITION WANTED as Jobber’s Salesman—Man with 25 years ex- 


perience selling hardware on the road desires connection with reliable 
jobber who needs a real producer. Address Box I-230, care of Harp- 


ware Acz, New York. 


desires position with jobber or manufacturer. 
Address Box I-241, care of HArpware AGE, 











HARDWARE MAN, Experienced in builders’ hardware, machine and 
| mechanics’ tools, miscellaneous supplies and shelf hardware. 20 years’ 
| experience. Address Box 1-212, care of Hanpware Acg, New York. 
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Classified Opportunities 








POSITIONS WANTED 








HARDWARE AND MECHANIC TOOL SALESMAN desires con- 
nection with reputable manufacturers. Twelve years personal acquaint- 
ance with both jobbing and better class retail buyers in New York, 
Pennsylvania, Ohio and New ar Excellent reference. Address 
Box 1-227, care of Harpware AcE, New York. 

BUILDERS’ HARDWARE MAN—Thoroughly experienced in figur 


ing all classes of builders’ hardware, also taking complete charge of de- 
partment. Experience as executive covers a number of years with large 
retail and wholesale concerns from whom very satisfactory references 
can be secured. Address Box 1-228, care of HARDWARE AcE, New York. 


SALES ACCOUNTS WANTED 








MANUFACTURER’S REPRESENTATIVE 


for two or three representative lines of hardware and house- 
furnishings to jobbers and department stores in the following terrt- 
tory: New York State, New Jersey, Philadelphia, Baltimore and 
Washington, Fifteen years personal contact with hardware jobbers 
and leading retailers throughout country, Have made thorough study 
of merchandising. Highest credentials will be furnished by many 
of the best known concerns in the trade. Edward Weingarten, 286 
Fifth Avenue, New York. 











BUSINESS GETTING SALESMAN well known in wholesale and 
retail hardware trade in New England, New York, New Jersey, Hudson 


Valley, has loyal following among rated buyers. Familiar with house- 
furnishing, woodenware, electrical appliances. Jwns auto. Straight 
commission. Solicits inquiries from factories direct. Address Box 1-232, 


care of Harpware AcE, New York. 


SALES ACCOUNTS WANTED 











Manufacturers Salesmen 


Wanting additional lines to the hardware and 
auto supply jobbers, on a commission basis in 
California. Twenty years experience selling the 
better trade. We invite investigation as to our 
ability, integrity, financial standing and etc. 
Dan W. Morris, 915-916 Washington Bldg., 
Los Angeles, California. 














MANUF ACTURERS’ 





REPRESENTATIVE, or two ad- 


desires one 





ditional lines from reputable manufacturers. Territory covered, Penn., 
New Jersey, Delaware. Maryland and District of Columbia. Address 
Box 1-236, care of HARpwarr Act, New York. 

MANL JFACTU RERS WISHING A REAL LIV EB REPRESENTA- 


TION in Detroit and Michigan, for 
CALLAN. TEYNES & CALLAN SALES CO 
Detroit, Mich. 


Factories and Retail trade, write, 
., 2214 Livernois Ave., 











SALES REPRESENTATIVES WANTED 





WE HAVE BY CHANCE A DEVELOPED TERRITORY open in 
Metropolitan District for a live salesman who can sell goods, not an 
order taker, for a popular and low priced jobber, handling a complete line 
of Builders’ Hardware and Tools Exceptional opportunity for the right 
man. Address Box 1-239, care of Harpware Ace, New York 

AN OLD E STABLISHED MANUFACTURER OF COASTER 
W AG ONS is looking for salesmen for the states of lowa, Minnesota, Mis- 
souri, Indiana and Michigan. We offer first class merchandise, straight 
commission, and exclusive territory. Kindly give full particulars in 
— Address Box 1-237, care of Harpware AGkE, New York. 

FIRM WITH ESTABLISHED LINES imported cutlery, hardware, 
tools and fishing tackle, has opening for energetic salesman in Pennsyl- 


information concerning your 
HaArpwareE AcE, New 


vania and Ohio territory. Give complete 
= employment. Address Box 1-224 care of 





SALES REPRESENTATIVES WANTED. Experienced salesmen who 





have sold Rope to hardware and mill supply trade can make a good con- 
nection. Give references and territory covered. Address Box I-225, care 
of Harpware AcE, New York. 

DEALERS, AGENTS and REPRESENTATIVES WANTED: who 
are acquainted with their city or town officials. We have an interesting 
commission proposition in connection with the sale of ener Street and 
traffic sign. Sign experience not essential. MUNICIPAL STREET 
SIGN CO., INC., 285 Broadway, New York City. 





COMMISSION SALESMEN IN EACH STATE for manufacturer of 
hand tools and hardware specialties. Advise territory covered and ses 
represented. Address Box H-638. care of Harpware Acz, New York City. 





EXCEPTIONAL OPPORTUNITY FOR EXPERIENCED hardware 
salesman, acquainted with the Metropolitan district. WEINSTEIN & 
LEVINE, Inc., 81 Warren St., New York. 








to handle. 





SIDE LINES FOR SALESMEN 


Many good salesmen are looking fot profitable “Side Lines” 


What have you to offer? Give details—insert your ad in the * 
Upportunities Section” of this paper and you’ll be reasonably sure to find a 
reliable salesman to represent you. 


“Classified 








eye) for Mite full name 


Russell Jennings 


1 
stamped on the round of our 


Auger Bits 


' ‘ 
iginal dout ie twist auger | 


Mr. Russel 


L |e nnin 


Russell ivines Mfg. Co. 
Chester, Conn. 








TRADE-MARK 


SAMSON CORDAGE WORKS 
BOSTON, MASS. 


SASH CORD 


SAMSON SPOT, PHOENIX, and SACHEM BRANDS 
Clothes Lines, Masons’ Lines, Shade Cord 
Awning Line, Dumb Waiter Rope, etc. 


Send for catalog and samples 


BRAIDED CORDS + COTTON TWINES 
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It Clings and Stays Put 


Slipknot Friction 
Tape will hold to 
the job and hold 
the customer. 


Guaranteed to 
cling and stay put. 
Has real adhe- 
siveness built into 
it. Will pass the 
highest electrical 
efficiency tests. 


Many Hardware 
merchants make 
it their leader. 
Sizes: 1, 2, 4, and 
8 oz. rolls, in 
Orange and Blue 
packages. Counter 
Display Cartons 
for 1 and 2 oz. rolls. Very attractive. 


If you want a steady repeat seller—try it. Our prices 
allow a good profit. Write. 


Also manufacturers of Rubber Heels and Composition 
Taps 
Plymouth Rubber Company, Inc. 
1000 Revere St. Canton, Mass. 





—MOE’S LINE— 


A Standard, up-to-date line of Poultry 
Equipment. Everything needed, and noth- 
ing better made. 

Be ready for the coming Baby Chick season 
with a well assorted stock of Feeders, Foun- 
tains, etc. Moe’s Line is complete. Write 


for latest Catalog and Prices. 


OEFT & COMPAN 


2305 Davis St. North Chicago, IIl. 














DOMES of SILENCE 


Customers gladly invest Ten Cents for a set 
of 4 Domes of Silence which often save many 
dollars in replacement of fine furniture. They 
let a chair slide—in any direction—at a mere 
touch. They give furniture 
three times the life. 


And the convenient little 
package helps the sales. 


If Your Jobber Cannot Supply 
You—Write Us Direct 


We also make all grades of Sliding Casters, Pin 
Slides, Felt Slides, etc. 


DOMES OF SILENCE, INC. 
21 Pearl Street New York City 








Poultry 
Netting with 
an Identity 


Superior Brand— 
always a quality 
product—beginning 
this fall it will be 
identified readily by 
the new rooster 
trade-mark in nine 
colors in every bale. 


G. F. Wright Steel 
& Wire Co. 


Worcester, Mass. 
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A modern fence to meet 
modern needs 


Cambria Fence is a modern fence conforming in 
every detail to the modern needs of the farmer. The 
conditions under which the farmer must work have 
changed markedly during the past decade. Farm 
labor shortage has been largely responsible for farm 
machinery forging steadily forward with the result 
that the farmer is today giving more attention to 
improving farm equipment. 





Cambria Fence is a dependable, wear-resisting 
fence, which besides embodying all the features of 
the best field fences—hinge joints, cut stays, tension 
curves, long wraps at the joints—has that extra 
quality that is imparted to all Bethlehem products. 


Cambria Fence is made of steel selected by Bethle- 
hem Metallurgists as most suitable for the purpose. 
It has a heavy, well-bonded zinc coating that will 
not flake or peel. Cambria Fence retains its uni- 
formity, its attractive appearance, and its flexibility 
throughout added years of fence service. It is the 
truly economical fence for the modern farmer. 


There is a Cambria Fence for orchard, for chicken 

yard, for pasture, in fact, for every farm use. Dealers 

who are looking ahead to profitable fence years 

are stocking up with all styles of Cambria Fence. 
Other Bethlehem Wire Products 

The same high quality that is present in Cambria Fence is 

found in other Bethlehem Wire Products, also. These 


products include Steel Fence Posts, Wire and Rods, all 
styles of Barbed Wire, Nails, Staples and Bale Ties. 


Literature describing Cambria Fence and Bethlehem Wire 
Nails and other Wire Products may be obtained by writing 
to the nearest Bethlehem District Office. Ask for Catalogs 
W-1 and 8B. 


BETHLEHEM STEEL COMPANY 
General Offices: Bethlehem, Pa. 


District Offices in, 
New York __ Boston Philadelphia Baltimore Washington Atlanta 
Pittsburgh Buffalo Cleveland Cincinnati Detroit Chicago St. Louis 
San Francisco Los Angeles Seattle Portland Honolulu 


Bethlehem Steel Export Corporation, 25 Broadway, New York City, Sole 


Exporter of Our Commercial Products 


BETHLEHEM 


a gel 
field fence “i, WIRE PRODUCTS 





BETHLEHEM WIRE AND WIRE PRODUCTS MERIT YOUR STEADFAST CONFIDENCE 
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ROGRESSIVE dealers today are not selling 

‘just varnish” — they are selling the Martin 
Varnish formula of purity, and it is proving 
mighty profitable. 


No longer need you guess what’s in the var- 
nish can you are selling your customer. No 
Jonger need you guess about the results he may 








% PURE VARNISHES 


a 


expect. If you are handling MARTIN’S 100% 
Pure Varnish—you know. The formula of purity 
is frankly printed on every can. Nothing is hid- 
den, there are no secrets—nothing is left to guess. 


We will be glad to send you complete informa- 
tion and special proposition. No Benzine— No 
Rosin — No Adulterants. Know what you buy. 


Formula on every can 


CN OW WHAT VOU &8uY 








